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7 aN AMERICAN BILTRITE RUBBER COMPANY 


CHELSEA 50, MASSACHUSETTS 


Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 





Reversed Side Leather 


PATCH SADDLE 
58 Dirty Buck 

78 Grapefruit 

51 Orange 


Ga COLONIAL TANNING COMPANY, INC., Boston 11, Massachusetts 
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Famous SEAMLESS BACK 


TRADE MARK REG. US. PATENT OFF. 


For Children of All Ages 


AS ADVERTISED IN PARENTS MAGAZINE 


In Stock 4125 
Black Oxford 
with Allenite Tip 
ther Sole 
614 to 8, B, C, D, & E, 
Spring Heel 
81% to 12, A, B, C, D, E, & EE, 
Spring Heel 
1214 to 3, A, B, C, D, E, & EE, 
Rubber Heel 


Also in-stock in Brown, 
No. 4165 


No seams in back, inside or outside, to rip or tear 
or hurt tender young feet. Quality Craftsmanship, 
combined with fine tailored styling makes Kali-sten-iks 


“A Capital Asset in Your Store.” 


THE SILSERT SHOUE..CO:., THIENS VILLE; WISCONSIN | 
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SHOE 


where 
the 
biggest 
volume 
of 
business 
is done 








FIRST over 40 years, the leader in volume-priced shoes 


FIRST the #1 BIG BRAND, the only proven brand in the 
price field 


FIRST a complete line, to do the complete selling job — 
more profitably 


FIRST in constant national advertising, year after year 
after year — MAGAZINES, NEWSPAPERS, TV. 


PPSSA — Colonial Room — Sheraton-Atlantic 
AND ALL REGIONAL SHOWS 


38 A STREET, BOSTON, MASSACHUSETTS « DIVISION: CONSOLIDATED NATIONAL SHOE CORPORATION 
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alike... 


P ELLON ‘innersoles make the difference! 


MAKE THIS TEST 
AND SEE THE DIFFERENCE 


PELLON performs two ways for you—l1. As a product. 2. As a brand. 

True flexibility distinguishes Pellon from imitators. Pellon is the brand with unequalled 
customer confidence. Let your customers know ‘there’s Pellon inside’ the shoes 

you sell. Booklets are available without cost for insertion in shoe boxes. 


PELLON CORPORATION Empire State Building, New York 1, N. Y. 
Shoe Sales Division: 


IRVING J. FIFE & CO. 432 Park Ave. South, New York 16, N. Y. 
@PELLON IS THE REGISTERED TRADE MARK OF THE PELLON CORP. 


April 15, 1960 





Recorder 


ats Ow A A Yo 4 ¢ € OF 


EVERIT B. TERHUNE, JR. 
Publisher 


JOHN J. REILLY 
Editor 


JOHN B. PRADER 
Business Manager 


EDITORIAL STAFF 


Managing Editor 
James Edmonds 


Associate Editor, News 
Children's Fashions 
Estelle G. Anderson 
Fashion Editor 
Eleanor Maud Rutty 


Associate Editors 
Owen A. Thomas 
Charles Hossack 


Field Editor 
William A. Rossi 


News Editor 
Roland M. Wright 
Make-up Editor 
Mary L. O'Leary 


CORRESPONDENTS 


Washington: George H. Baker, Neil 
R. Regeimbal, Ralph W. Crosby; 
Boston and New England, Owen A. 
Thomas; Chicago Area, Bernice 
Stevens Decker; St. Louis and South- 
west, Geraldine Epp, Virginia S. 
Marshall; Mountain States Area, 
Vivian Anderson; Los Angeles Area, 
Norman Phillips; Milwaukee, Benn 
Ollman; Minneapolis, Donald M. 
Lyons; Houston, Barbara W. Levy; 
Atlanta and the Southeast, Robert 
H. Brown; Columbus, O., Mardo 
Williams. 


Paul Wooton, Washington Member 
Chilton Editorial Board. 


Robert Gunning, Readability Con- 
sultant. 


John H. Kofron, Chilton Research 
Director 


CIRCULATION MANAGER 


@ ooo 


CHANGE OF ADDRESS. Send your new 
address at least 30 days before the date 
of the issue with which it is to take 
effect. Address 


BOOT AND SHOE RECORDER 
Chestnut & Séth Sts., Phila. 39, Pa. 


Send old address with the new, enclosing 
a ponttle your address label. The Post 
Office will not forward copies unless you 
provide postage. 
not be sent. 
Member Audit Bureau of Circulations. 
Yearly Subscription Price United States 
and Possessions, $3.00; Canada, $3.50; 
Pan-America, $4.00: in all other parts 
of the world, $15.00. Single copies 25 
cents except October 15 and December 
15 issues which are $1.00. 


Duplicate copies can- 





VOLUME CLVII NUMBER 10 
APRIL 15, 1960 
FOUNDED 1882 


78 YEARS CONTINUOUS SERVICE 
TO THE SHOE INDUSTRY 


¥.05 ae 


Headines 


Baker Reporting from Washington 


Editorial 

Voice of the Trade . 

Profile: Philip Hollander . youen 
Pattern Portrait: Easygoing Chukka Boot 
Tapestry Tones, Fall Shoe Color Motif 
PPSSA Sees a Good Year 

Men's Fall and Winter Shoe Trends . 
Sales Training Series: Customer Types . 
Upgraded Polishes Are Worth Promoting 
Lustig's Remodels Branch 

What About Pairage Sales for 19597 .. 
Hammer Toe, A Common Foot Malady . 
Inside Shoe Business . . 

Stepchild of the Shoe Industry 

Retail Trade News . 

Shoe News 

Dates to Remember . 

Manufacturing News 

Salesmen and Suppliers 


Personnel 








© Copyright, 1960, by 
CHILTON COMPANY 


Executive Offices 
Chestnut and 5éth Sts., Philadelphia 39, Pa., U. S. A. 


OFFICERS AND DIRECTORS 
G. C. BUZBY, President 


Vice-Presidents, P. M. FAHRENDORF, LEONARD V. ROWLANDS, GEORGE 
T. HOOK, ROBERT E. McKENNA; Treasurer: WILLIAM H. VALLAR; 
MAURICE E. COX, FRANK P. TIGHE, EVERIT B. TERHUNE, JR., RUSSELL 
W. CASE, JR., CHARLES A. S. HEINLE, JOHN H. KOFRON—Comptroller, 
STANLEY APPLEBY. 








ADVERTISING STAFF 


Robert J. Mcinnis Hugh M. Bowen 

360 N. Michigan Ave. Room 1403, 1221 Locust St. 
Chicago |, Ill. St. Louis 3, Mo. 
Randolph 6-2166 Central 1-9698 


Harry R. Hughes 
100 East 42nd St. 
New York 17, N. Y. 
Oxford 7-3400 


Gordon Scott 
Gordon Scott, Jr. 
10 High St., Boston 10, Mass. 
Liberty 2-4460 


Clarence R. Heyde 

Chestnut & 5éth Sts. 

Philadelphia 39, Pa. 
SHerwood 8-2000 


Frank McKenzie 

1355 Market St. 
San Francisco 3, Calif. 

Underhill 1-9737 


L. H. Jackson 
198 S. Alvarado St. 
Los Angeles 57, Calif. 
Dunkirk 7-4337 


John Sangston 

911 William-Oliver Bidg. 
Atlanta 3, Ga. 
Jackson 3-679! 


Boot and Shoe Recorder 





A WORD TO THE WISE: 
“THEY ECONOMIZE!" 


FLORSHEIM 


oe Ve 2a Ss 


Economy to Florsheim means Qua/ity—shoes 
built better, to wear longer, and cost less by the 
month and by the mile! The Florsheim “‘Three- 
Season” Shoes are typical—lighter, softer, more 
flexible—but built to live a ¢riple life—from 


Spring through Summer—and right into Fall! 


Upper left: The Betrort, 206/2, 
plain toe blucher in smooth black calf. 


Center: The Royce, 30013, center 
gore slip-on in Perfecto Brown smooth 
calf; in black, 20011. 


Lower left: The Laure, 31673, 
moce-front blucher in Perfecto Brown 
Walnut calf; in black, 21639. 


THE FLORSHEIM SHOE COMPANY + CHICAGO 6 «+ MAKERS OF FINE SHOES FOR MEN AND WOMEN 


A DIVISION OF THE INTERNATIONAL SHOE COMPANY 
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MR. NEOLITE HAS A WARNING FOR YOU: If It S 


it's not the 


Sonsateenadl Salin Domiih/ 





You see the difference... you feel the difference! 


If you want an elegant, luxurious looking sole, here’s one place to get it . . . from Goodyear. 


It’s the NEOLITE Flex Sole . . . made only by Goodyear. 


Imitations? Of course! You'll find plenty. But the NEOLITE Flex Sole gives 
you genuine NEOLITE quality, plus the new and unique Flex Sole features . . . a sensational, 


super-elegant satin finish . . . an amazing flexibility and lightness. 


Not just “‘quality,”’ but connoisseur quality ... that’s the NEOLITE Flex Sole. Insist on it! 
) q ; ] ) 


Cvccllonl Retail Selling e Wdvantages 


e Looks and is soft and mellow! 


e Absolutely uniform and flawless . . . and looks it! 


Sound. Mun uofacluring ~Glvan ages 


e Engineered for processing with existing equipment, 
requiring no special bottoming technique! 


e Easy to apply .. . minimizes factory labor! 


Wiis lhe Regular Molle 4ler Sole Beatuves 
e Extreme flexibility and lightness! 


e True comfort ... long wear! Watch the award-winning GOODYEAR THEATER 
on TV every other Monday evening 
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not made by GOODYEAR 
genuine NEOLITEfW%y SOLE! 


April 15, 1960 


For all the facts about the NeouitE Flex Sole and its 
sensational new Satin Finish, call your Goodyear 
Representative. Or, if you prefer, write to: 


Goodyear, Shoe Products Division, Akron 16, Ohio 


NEOLITE 


MADE ONLY BY 


DFS YEAR 


NEOLITE, AN ELASTOMER-RESIN BLEND, T. M.—THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, 








THE QUALITY LEATHER 


moeNlone 


.:. tauped neutral... 





for town, late. summer and fall 


® 
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| in a series on the revolutionary new children’s shoe line — ‘’ Number 26.” Bernice Fitz-Gibbon has been bringing 


gold to them thar tills for over thirty years. Here she shows you how to elevate your shoe business and your profits. 


Mr. Store President: 


are the children’s shoes 


you now sell 


Well, maybe birds could fly in them. Because birds don’t 
have to use their feet to move. But can children walk and 
run in them? From time immemorial children’s shoes (like 
all shoes) have been made for the static foot — for the 
foot at rest. But children are seldom static. Aye, there's 
the rub. Putting children into sit-down stand-still shoes is 
as wicked as binding up their feet Oriental style. A shoe 
should be made for, and fitted to, the living flexing walk- 
ing running foot. But, you ask, aren’t all shoes made to 
fit the foot at rest? What more can a shoe retailer do than 
measure longways and crossways and then cross his 
fingers and toes and hope that the shoe fits the foot in 
motion? You‘re right, Mr. President. That's all he could 
do — up to now! 


GENESCO finds the answer! 


From now on, GENESCO’s revolutionary new line of 
children’s shoes designed for the foot in motion might 


well make existing shoes obso- 
3 lescent. We named these new 
shoes ‘‘Number 26” because 


there are 26 bones in the human foot. “Number 26” is 
unlike any other shoe. It was developed by the orthope- 
dics department of a great eastern university. The distin- 
guished orthopedic surgeon who headed this study did 
not leap up like Archimedes with a triumphant “I have 
found it!’’ His study of human locomotion — the most 
exhaustive study of human locomotion ever made — took 


for the birds? 


three long dedicated decades. The result? The great 
doctor came up with the conviction that every shoe made 
today is as primitive as Old Piltdown. It’s a long story 
which we will fill you in on in these fortnightly messages. 
Meanwhile — 


if you want to do good—and also do well 


buzz your shoe buyer this instant and arrange to look at 
“Number 26.’ With “Number 26” you can elevate, you 
can dedicate your shoe business. With ‘‘Number 26” you 
can fit children (your most precious customers because 
they have the longest purchasing lives ahead) with shoes 
that will keep their feet healthy and let them grow up 
into a bunionless, cornless, callusless adulthood. Does all 
this sound too noble, too lofty, too altruistic, too virtuous? 
| have been around stores for a long time, and | have 
often observed that virtue seldom is its own reward. Vir- 
tue, nobility, and dedication to the good of customers 
pay off in hard cold cash. It’s good business to be a good 
egg. High-mindedness goes right along with high profits. 
You can be a good Samaritan and a good storekeeper. 
Do the shoes look funny? They don’t. These are correct 
—not corrective—shoes. They look like any other beau- 
tiful children’s shoes and they cost like any other beauti- 
ful children’s shoes. But they fit and feel like no other 
shoe under the sun. I'll tell you more about ‘Number 26” 
in this spot two weeks from today. 


Precision Shoe Company —a division of GIINIESCO Nashville, Tennessee 
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Shaggy stories have one thing in 
common ...a surprise ending. And 
Lawrence Shaggy story has it too! 


Look at it...see its luxurious depth. 
Visualize how this soft angora-like 
shearling would look on a woman’s 
slipper, as cuffing on coats or on 
novelty mittens... beautiful! We 
couldn’t show you all the colors 
here but one word describes them 
perfectly . . . electrifying. But you 
have to feel Lawrence Shaggy to 
appreciate it. It’s soft, feather-light, 
downright downy. 


Shaggy by Lawrence is so unique 
we would like to send you a sample 
...just handling it will give you 
designer’s ideas. Write for sample 
skins now, and get the full Shaggy 
story by Lawrence. 


Shaggy is another way Lawrence 

brings imagination to leather to 

bring you the best of both. Other 

prized Lawrence Shearlings are 

; Parakeet and Powder Puff. For 

4 \ slippers, coats or boots. . . there’s 

' 2 nothing like the real thing... 
Lawrence Shearling. 


reOnC?. 
LEATHERS 


from the 
world of imagination 


A. C. LAWRENCE LEATHER CO., A DIVISION OF SWIFT @ COMPANY. [INC). PEABODY, MASS 
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CUT 
INSEAMING 





e@ Substantial Welt 
Savings 


e Higher Production 


@ Smoother and easier 
to operate 


a addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 
are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


Jnited., 
UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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‘Selling 
eather” 


ON 








WATERPROOF 


FOR BACK-TO-SCHOOL 
w FALL FABRICS 
FOOTWEAR 
ETE LINE FOR 
AND WARM NEW 
WEAR “OVER THE sOCK" BOOTS 
FOR THE WHOLE FAMILY 


OXFORDS IN NE 
ALSO A COMPL 


GYM AND GENERAL 


thi 4 


RUBBER 
& CANVAS 
FOOTWEAR 


CONVERSE RU 
: BBER COM 
Chicago Branch: 2000 Mannhei re as 
, annhe ALDEN 468, 
im Road, Melrose Park, III. « 100 Freeway Blvd., So. San aca ce te 
— ° hurch St., New York 13 
"* 4 & 4 
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0ZO Sole 


i ecatoma 





Ady 


Naugatuck PARACRIL OZO Etre tne 


Conventional Sole 


6-year-old proves PARACRIL OZ‘ 
far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests—shoe soles made of new PARACRIL 0Z0O outwear 
all others 3 to I! 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


Naugatuck Chemical 


with PARACRIL 0Z0O soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were still good for months. 

Take a tip from the tot. Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 





Division of United States Rubber Company Naugatuck, Connecticut 


SS 


435P Elm Street 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexport, . ¥. 
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Extra Senses 


Make Sense 


16" YEAR 
PROGRESS REPORT 


... by the makers of 
Young America’s Finest Fitting Shoes 


—Every one agrees there are five basic senses that 
come in handy when it comes to selling. .. . 


—They are: SEEING, HEARING, FEELING, SMELL- 
ING, TASTING. 


—St. John Associates, Inc., adds three extra senses, 
which they claim “are even more important than 
the basic five: 


—Sense of Value . . . Sense of Timing. . . Sense of 
Humor. 














— Sense of timing—is easy, because timing generally 
means tying in with known dates of significance. 





—“Sense of humor—Nothing’s nicer than a smile 
(except maybe a sale); and nothing is easier to 
apply, if you’re willing to smile at yourself a bit. 











——“‘Sense of Value—You have to give something, be- 
fore you can get something. And the ‘give’ is the 
sense of value.” 





* * * 


—There’s a lesson for all of us in the story about the 
two shoe salesmen who were sent by their company 8 1944 
to Africa, to open up new markets. 


—Three days after his arrival, there came a cablegram JUMPING“ UACKS 
from the first salesman: “Returning next plane. 33 MILLIONTH 
Impossible to sell shoes here. Everybody goes bare- PAIR THIS MONTH 


foot.” 





. Such progress in 16 short years had to be 
—-Nothing was heard from the second salesman for built on two things: Quality and Fair Pricing 


two weeks. ... to bring profit to our dealers, and proven 


value to the consumer. A combination not 

—And then there arrived a fat airmail envelope easily come by these days! Our lines enable 
containing the message: “Tremendous sales ahead. s 
Fifty orders enclosed. Prospects unlimited. Nobody 
has shoes here.” (Postage Stamp) 


you to better serve the ever growing “Tot- 
thru-Teens” market with shoes of quality 
leathers and superior craftsmanship that 


mean more business. . . 
te 2 


more profitable business to you. 
< ‘ ws : { P| ee > 


VAISEY-BRISTOL SHOE CO. 
Publisher Monett, Mo. 
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pyroxylin 
0) 4 


styrene... 


BECKWITH PRODUCES THE QUALITY BOX TOE! 


LUCKY STRIKE, top-quality box toes of 
Pyroxylin film material are most often specified by 
manufacturers of high grade footwear for their out- 
standing resilient strength and proven ability to with- 
stand extreme temperatures and moisture. Lucky Strike 
has been constantly used in the shoes of the United 
States Armed Forces for over twenty years. 

Lucky Strike prepared box toes are ideal for very 
delicate shoe fabrics and gold and silver kids. These pre- 
pared box toes have been fully activated with solvent 
in a Beckwith-Arden Plant and require no condition- 
ing in your factory. You will find them clean to handle. 
Should you prefer, Lucky Strike box toe material can 
be conditioned in your own factory with any conven- 
tional solvent conditioning machine 


ARDENITE a box toe made of a spe- 
cially developed Styrene Copolymer Latex having 
an unadulterated film that assures exceptional strength 
and adhesive qualities. Ardenite is the very last word 
in a quality box toe for mass production shoemaking. 
Ardenite comes in a wide variety of weights for men’s, 
women’s and children’s footwear. Your best bet for un- 
lined shoes is Ardenite coated on one side with a thin 
barrier of Polyethylene. Technically controlled from the 
raw product to the finished box toe, Ardenite is the 
quality box toe of its kind. Beckwith research has run 
countless solvent tests and can tell you the exact solvent 
to use for your specific shoemaking needs. Ask your 
Beckwith-Arden salesman. 


203 Arlington Street - 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee 
AGENTS: Wright-Guhman Co., St. Louis, Missouri +* Dellinger Sales Co., Reading, Pa. 
Factory Supplies, Inc., Milwaukee, Wis. + Moore & Giles, Lynchburg, Va. 


Victory Plastics Co., Hudson, Mass 
The Geo. A. Springmeier Co., Cincinnati, Ohio 
T. Wingfield, Ltd., Auckland, New Zealand 


Safety Box Toe Company, Boston, Mass 


A. Mushin & Miller Pty. Ltd., Melbourne, Australia 


Watertown, Massachusetts 


Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canada 


Ramil & Co., Boston, Mass., for Latin America and South Africa 
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In the spotlight. . . 


The boot that 

will appeal to more 
people than any 
western boot 

in history. 
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A magnificent Steerhead design richly inlaid with golden 
ih 


leathers! Intricate mul 
The Golden Angus is Ac 





! Eye Catching underlays! 
‘me's finest the most beautiful of gil 
western boots—ever! Many colors and combinations! Many styles 
of heels and foes! Your Acme dealer 


will be glad to show you! 


Boys and Girls 
Style No 2213 


WORLD's LARGEST BOOTMAKERS 


They cost less than you think! 
Mens 


$16.95 
Boys and Girls $7.95 and $9.95 
Infants $5.95 


Boys and Giri 
Style No 2209 


Boys and Girls 

; Style No 2743 
Ong ip, today's comfortable, ractical, colorfyl way of livin 
L y p g 








wolf a5 




























ee Baden ACM. of 
.** ~# es 
‘ PRICED (pane 3 
within the range most people like to pay for boots | J, \ 47 
MENS BOYS & GIRLS INFANTS | nd 
to retail for to retail for to retail for to retail for 
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ACME BOOT COMPANY announces 


a great step forward 
in the marketing of boots. 


Acme will promote each line of boots by spotlighting one 
particular style in that line, one that is tremendously 
outstanding in many ways... and which Acme will back 
up with an advertising promotion greater than ever before! 





Each of these Acme Boots in the spotlight will be a “show- 
piece” for your window ... a “wrap-up”’ for sales! 


Increasing the emphasis of Acme “brand name’”’ adver- 
tising to a direct merchandising approach that spotlights 
individual styles under Acme’s established brand name will 
help sell all Acme Boots! 





IN COWBOY BOOTS _..... it’s Acme’s Golden Angus... 
the boot that will appeal to more people than any western 
boot ever created! 


Pegs 
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High Court Is Asked to Upset Anti-Trust Ruling: 
Brown, in Appeal, Stresses Retail Competition 


Brown Shoe Co. filed its appeal 
brief with the U. S. Supreme 
Court April 1, asking a reversal 
of a lower court ruling that 
Brown’s acquisition of Kinney 
violates the anti-trust laws. 


By GEORGE H. BAKER 


WASHINGTON, D. C.— Brown 
Shoe Company cited “vigorous com- 
petition” among U. S. shoe retailers 
in asking the U. S. Supreme Court 
to overturn a federal court deci- 
sion holding Brown in violation of 
the federal anti-monopoly laws. 

The Brown appeal was filed with 
the Supreme Court on April 1. 
There was no immediate indication 
from the Court as to whether or not 
it would hear oral argument in the 
case. Nor was there any hint as 
to when a decision might be ex- 
pected. 

If the Court grants time for oral 
argument (a procedure indicating 
some members of the Court find 
the case of unusual interest), a 
final disposition of the case is al- 
most certainly postponed until the 
fall session, which begins Octo- 
ber 1. But if no argument is pro- 
vided for, a final decision could 
come before early June, when the 
Court customarily starts its sum- 
mer recess. 


Monopoly Effect?—The basic is- 
sue to be decided by the Supreme 
Court is whether or not Brown’s 
purchase of G. R. Kinney Company, 
Inc., had the effect of substantially 
lessening competition or of tending 
to create a monopoly in the sale of 
shoes. 

The U. S. Department of Justice, 
which filed the suit against Brown, 
says yes, and its view was upheld 
by the Federal District Court at 
St. Louis on December 8, 1959. 

Brown denies that there has been 
any less competition or that its 
purchase of Kinney has tended to 
create monopoly conditions. 
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Brief Cites Competition — In its 
brief filed with the Supreme Court, 
Brown insists that the federal court 
in St. Louis “failed to analyze the 
vigor of existing competition in 
shoe retailing. The company de- 
clares, “The undisputed facts in 
the record establish that competi- 
tion in shoe retailing is vigorous 
and growing.” 

Brown points out to the court 
that shoe retailing is a dynamic 
trade: “The number, type and loca- 
tion of outlets is constantly shift- 
ing to meet new consumer demands 
as the population grows and moves, 
and as tastes and marketing meth- 
ods change.” 

But in spite of this state of flux, 
there has actually been very little 
change in the pattern of retail sales 
by major type of outlet, Brown says. 


Shoe Stores’ Sales Unchanged— 
“Shoe stores and other retail out- 
lets selling shoes each retained an 
almost constant percentage of total 
national retail shoe sales,’ the 
brief maintains. “While many of 
these other outlets added or 
dropped shoes over the period, the 
aggregate share of retail shoe sales 
by shoe stores stayed at about 51 
per cent between 1948 and 1954. 
Within the shoe-store category, the 
percentages remained relatively 
stable, also. 

“Sales by leased departments and 
sales by department stores them- 
selves changed only by an insignifi- 
cant amount over the period. Sim- 
ilarly, the percentage of national 
retail sales attributable to firms 
with 11 or more units has increased 
only slightly from 19.5 to 20.2 per 
cent.” 


Independent Called “Backbone” 
—Brown reminds the Court of the 
paramount importance of the inde- 
pendent merchant in shoe merchan- 
dising: “The independent merchant 
has been the backbone of shoe re- 
tailing in this country, and is to- 
day. Available to him are a large 
number of diverse sources which 


are more than adequate to fill his 
shoe requirements. 

“The independent is able to ob- 
tain a well-advertised line of shoes 
from a great number of these man- 
ufacturers which have _ quality, 
depth, and continuity of quality.” 


“Highly Competitive” Industry— 

The brief now before the court 
refers to strong competition at all 
levels of the shoe trade. 

“The shoe manufacturing indus- 
try has all the hallmarks of an in- 
dustry which is highly competitive 
and is likely to remain so,” Brown 
states. “The production which Kin- 
ney has (less than one-half of 1 per 
cent of national production) com- 
pared to Brown’s share (about 4 
per cent) is small, and even the 
combined firm has only a relatively 
insignificant part of national pro- 
duction.” 


Pressure Is Denied—Brown Shoe 
flatly denies it has pressured any 
dealers. 

“Brown makes no attempt to con- 
trol the buying of the merchant: 
He buys what he wants and the 
way he wants it and when he wants 
it. He is not obliged to purchase 
any given amount of shoes from 
Brown. He receives no_ special 
credit terms or discounts, and is 
treated exactly as any other dealer. 
tetailers on the program are free 
to leave at any time.” 

The firm insists that any retailer 
who has dropped out of its pro- 
gram can continue to buy shoes on 
the same basis as anyone else. 


Is Competition Lessened? — On 
the question of whether or not 
Brown’s purchase of Kinney sub- 
stantially competition, 
Brown states: 

“A finding that two firms 
in competition in a line of com- 
merce in a section of the country 
carries the inquiry only part of the 
way. It does not answer the ques- 
tion whether competition in the 

(CONTINUED ON PAGE 27) 
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Boston Mart Called Turning Point 


Shoemen at the Advance Market 
Week pointed out that retail 
But 


they felt nothing was wrong that 


business had been spotty. 


good weather couldn't cure. 


By OWEN THOMAS 


BOSTON—Two facts became ap- 
parent at the Advance Fall Shoe 
Market Week which was held here 
April 3-6: 

Southern and southwestern job- 
and not yet 
ready to place more than token or- 
for fall; and volume manu- 
facturers of women’s novelties are 
willing to shave prices in order to 
get cutting. This latter condition, 
however, is not expected to last for 
more than two or three weeks. 


bers wholesalers are 


ders 


Point In other 
the consensus that 
this show, sponsored by the New 
England Shoe and Leather Asso- 
ciation, marked a turning point. 
Retail business, it was pointed out, 
had not been good for more than a 
day or two at a time in most parts 
of the country. Independent retail 
stores entered Easter week with 
ample stocks. So did wholesale 
houses and chain stores. Few dis- 
tributors other than the large mail 
order have found them- 


A Turning 


words, it was 


houses 


selves open to buy. 


A Matter of Weather— On the 
other hand it was argued, at the 


time of this show, that there was 
nothing the matter with the indus- 
try which could not be cured by 
good weather. Even those novelty 
manufacturers badly in need ot 
business felt that March-April fig- 
ures when available will compare 
favorably with those of last year. 

They expected that these figures 
would act as a tonic which should 
strengthen the wholesale price 
structure and be reflected also in 
higher leather prices than those 
currently prevailing. 


Business in Men’s Staples—A few 
manufacturers of men’s staple foot- 
wear reported that their factories 
have been fairly busy making for 
in-stock and that business 
had been booked at the show. They 
had backlogs which at that vime 
were expected to give them near- 
capacity production for four or live 
By that time, they felt, fall 
under way in 


some 


weeks. 
buying 
earnest. 

The same condition was reported 
makers of conventional 
staples for women and children. 
All were types which are year- 
around sellers and not subject to 
quick changes in style. 


would be 


by some 


“Too Early’—Other manufactur- 
criticized the timing of the 
show. “Too early,” they said and 
they predicted that the important 
show for them would be the Popu- 
lar Price Shoe Show which opens 
in New York on May 1. 


ers 





750 Lines Expected at Los Angeles Showing 


LOS ANGELES 
thousand 


Almost three 
750 lines of 
footwear and accessories, and 400 
manufacturers’ representatives: 
that’s the statistical picture for the 
West Coast Shoe Travelers’ Fall 
Market Week, here, May 15-18. 

Exhibits will be concentrated in 
the Alexandria and Biltmore Hotels 
and the Sheraton West (Town 
House). Dave Klinesmith, execu- 
tive secretary and treasurer of the 
Travelers, said heavy demand for 
showrooms has forced the opening 
of 20 additional rooms in the Bilt- 
more. 


retailers, 
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The official show luncheon will 
be held Monday, May 16, at noon 
in the Alexandria’s mezzanine-floor 
ballroom. A feature will be a shoe 
style show. 

As at each Angeles show, 
highlights of each participating 
line will be grouped in a “Peek-a- 
Boo Room” on the lobby floor of 
the Alexandria Hotel. Manufac- 
turers and their representatives are 
not permitted inside the room. 

Chairman of the Market Week is 
Sam Steinhart of Blue Bonnet Shoe 
Company. Milt Utzinger of Hill and 
Dale is co-chairman. 


Los 


Head of Allied Stores 
To Speak at Breakfast 


NEW YORK—tTheodore Schlesin- 
ger, president of Allied Stores Cor- 
poration, will be the featured speak- 
er at the semi-annual industry 
breakfast sponsored by the Popular 
Price Shoe Show of America. The 
event will be held in the grand 
ballroom of Hotel New Yorker, Mon- 
day, May 2, at 8 a.m. 

The breakfast 
program will in- 
clude a fashion 
projection for fall 
and winter 1960 
under the direction 
of Doris Weston 
and Helen Joseph 
of the PPSSA 
fashion staff. 

Mr. Schlesinger 
heads the 
largest department THEO. SCHLESINGER 
store groups in the country, and he 
has been prominent in retail organi- 
zations. 

He is treasurer of the American 
Retail Federation, has served 
director and member of the execu- 
tive committee of the National Re- 
tail Merchants Association, and was 
chairman for two years of that 
group’s committee for Careers in 
Retailing. 

Tickets for the breakfast are 
available at $4 from either the New 
York office of PPSSA, 51 East 42nd 
St., or the Boston office, 210 Lincoln 
St. 


one of 


as a 


‘Sports Night’ for Boston Club 

BOSTON—Joe Foss, commission- 
er of the newly formed American 
Football League, will address the 
Tist annual meeting of the Boston 
Boot and Shoe Club, April 20 in the 
Georgian Room of the Statler-Hilton 
Hotel. Club President Harold E. 
Booma of United Shoe Machinery 
Corporation will be toastmaster. 

This will be the club’s annual 
“Sports Night” program. The only 
formal business to be transacted 
will be the nominating committee 
report and the election of officers. 

C. Russell Cavanagh of F. C. 
Donovan, Inc., heads the nominating 
group. 
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Tanners’ Council Plans Spring Session 
In Colorado Springs Early Next Month 


NEW YORK—Retail sales prospects, the automa- 
tion potential in tanning, and the cattle cycle and 
slaughter will be among the topics discussed at the 
spring meeting of the Tanners’ Council of America, 
May 2 to 4 at the Broadmoor Hotel, Colorado 
Springs, Colo. 

An authority on soft goods production and retail 
trends, A. W. Zelomek, will present a forecast of re- 
tail volume in general and shoe sales in particular. 
J. Russell Ives of the American Meat Institute will 
discuss the cattle cycle, and other cattle industry 
leaders have been invited to take part. In addition, 
an engineering authority, who was not named, will 
discuss automation. 

Another session, aimed at women in the tanning 
industry and allied trades, will feature a leather 
fashion show. 


U. S. Court Permits ‘Quickie’ Election 
Ordered by NLRB at Calif. Shoe Store 


WASHINGTON, D. C.—The government’s right to 
order “quickie” elections by retail clerks has been 
upheld by a federal court. 

The National Labor Relations Board called for a 
quickie election to determine if employees of a G. R. 
Kinney store in Oakland, Calif., should be repre- 
sented by the Retail Clerks’ Association. The union 
protested, but the federal court at San Francisco 
held that the board was right. 

The court said the union had failed to show any 
violation of the Taft-Hartley Act (as amended in 
1959), and ordered a representation election ‘“forth- 
with’—without the usual formal, time-consuming 
requirements that are followed in cases where unions 
without contracts carry on organizational or recog- 
nitional picketing. 


U. S. Shoe’s First-Quarter Sales Set 
A Record, but Earnings Dip Slightly 

CINCINNATI, O.—United States Shoe Corpora- 
tion’s net sales in the three months ended February 
29 rose 2.9 per cent over last year’s figure—and set 
a first-quarter record. Despite this, net earnings 
were down 1.8 per cent. 

Sales of the company and subsidiaries amounted 
to $13,257,356 for the three-month period against 
$12,888,679 in 1959. Net profits totaled $875,099, 
or 77 cents per share, versus $891,384, or 80 cents 
a share, last year. 

The company’s directors declared a regular 35- 
cent quarterly dividend on the common stock, pay- 
able April 25 to stockholders of record April 11. 

Company officials noted in their report that ad- 
verse weather in March affected retail sales. But 
they said the late Easter would boost April sales over 
1959. 
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International Shoe Reduces Prices or 
Improves Quality in Most Fall Lines 

ST. LOUIS—International Shoe Company says it 
has reduced prices or improved quality in almost 
every category of its fall lines. A company spokes- 
man made the announcement April 4 as sales repre- 
sentatives hit the road for the new season. 

The nation’s No. 1 shoe producer said some of the 
price reductions will permit lower retail prices, and 
in almost all instances they will improve retailers’ 
markup. 

The reduced prices reflect the lower cost of hides. 


High Court Upholds Union in Boycott 
And Picketing of O'Sullivan Rubber 

WASHINGTON, D. C.—The U. S. Supreme Court 
has upheld the right of the AFL-CIO United Rubber 
Workers to picket the O’Sullivan Rubber Corpora- 
tion, Winchester, Va. The court also upheld the 
“Don’t Buy O’Sullivan” campaign which the union 
waged against the company. 

In upholding the right to picket, the high court 
overturned an earlier ruling of the National Labor 
Relations Board and a federal appeals court, both of 
which had found that the union had violated the 
Taft-Hartley law in picketing the O’Sullivan plant. 

O’Sullivan and the NLRB had argued that the 
union was not entitled to speak for the workers at 
the plant because it did not represent a majority of 
the workers. 


Revised February Production Total: 
53.4 Million Pairs, a 2 Pet. Decline 

WASHINGTON, D. C.—The Census Bureau has 
revised downward its estimate of February footwear 
production, thus bringing it more in line with trade 
reports of reduced manufacturers’ orders. 

Now the Census Bureau says February output 
totaled 53.4 million pairs, a 2 per cent drop from the 
54.3 million pairs produced in the same month of 
1959. 

Earlier the Bureau had set January production at 
53.1 million pairs compared with 53.3 million in the 
corresponding month a year before. 


Leonard A. Pierce, Jr., Elected Head 
Of Brown Company, Innersole Maker 

BERLIN, N. H.—Leonard A. Pierce, Jr., is the 
new president of Brown Company, maker of shoe 
innersoles and other pulp and paper products. Mr. 
Pierce is also vice-president-operations of the Penob- 
scot Chemical Fibre Company, Old Town, Me. 

Brown’s present directors elected Mr. Pierce April 
1. According to a company spokesman, the action 
was endorsed also by the nominees for a new board 
of directors which is to be elected at the annual 
meeting of stockholders April 18. 
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St. Louis Feature: Antique Cars 


A fleet of old-time autos will 
carry shoemen between hotels 
during the St. Louis showing on 
May 1-4. At the show banquet, 
Joey Bishop and Jaye P. Morgan 
will be among the performers. 


ST. LOUIS—If you’ve ever had a 
yen to ride in an old-time auto, 
you'll get your chance during the 
Shoe Market of America in St. 
Louis May 1-4. 

A miniature fleet of genuine an- 
will transport visiting 
shoemen between show hotels. Ac- 
cording to Arthur Gale, executive 
the St. Louis Shoe 
Manufacturers Association, the 
are being provided through 
the auspices of the St. Louis Chap- 
ter of the Veteran Motor Car Club 
of America. Auto drivers will 
dressed in costumes reminiscent of 
the turn of the century as befits 
the 1903 Oldsmobile which will be 
included in the lineup. 


tique cars 


secretary of 
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be 


real 
will 
the 
was 


Auto—One 
DuPont 
around 
DuPont 
automobile 


‘Private Brand’ 
collectors’ item—a 
help “taxi” 
downtown 


shoemen 
The 


brand of 


area. 
a private 
made in France by and for mem- 
bers of the DuPont family. By an- 
tique-hound this Du- 
Pont is a rarity. 


standards, 


Shoe visitors who prefer to walk 
will find their strolling made plea- 
sant by the mall effect created spe- 
cially for the Shoe Market of 
America. The sidewalks and _ util- 
ity poles on the mall route will be 
colorful with wrappings and trap- 
pings. Starting from the Sheraton- 
Jefferson Hotel, the decorated 
walkway will extend north on 12th 
Boulevard, then east on Washing- 
ton Avenue past the Merchandise 
Mart Building. The mall will termi- 
nate at the Ninth Street corner 
where the Hotels Lennox and Stat- 
ler-Hilton are located. 


Entertainment Planned — Come- 
dian Joey Bishop will headline the 
shoe show banquet entertainment on 
Tuesday night, May 3, in the Kho- 
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Banquet Entertainers 


JAYE P. MORGAN 


rassan Room of Hotel Chase. 
Bishop is well known as a long- 
term panelist on the “Keep Talk- 
ing” TV show. 

Co-starring with him at the din- 
ner will be songstress Jaye P. Mor- 
gan. Rickey Layne, the ventrilo- 
quist, and his dummy Velvel will 
round out the entertainment. A 
special Dixieland jazz band will 
play in addition to a dance band. 


Exhibitor List Grows 
For SMA May I| to 4 


ST. LOUIS—Nine more companies 
have joined the list of exhibitors for 
the Shoe Market of America in St. 
Louis. The additions were announced 
by Arthur Gale, executive secretary 
of the St. Louis Shoe Manufacturers 
Association, sponsor of the May 1-4 
show. 

They are Air Tred Shoes Corpo- 
ration, Auburn, Me.; Allen-Ed- 
monds Shoe Corporation, Belgium, 
Wis.; Erica Shoes, Inc., New York; 
Flexline Shoe Company, Paterson, 
N. J.; Rao-Koury Shoes, Inc., New 
York; Sample City Shoe Orna- 
ments, Inc., Miami Beach, Fla.; 
Signor Charles Studios, Inc., Dal- 
las; Tess Import Corporation, Chi- 
cago, and Miller Shoe Company, 
Ine., Cincinnati, O. 

Other exhibitors are expected to 
be announced prior to the show 
opening. 


First-Week-in-May Dates 
For PPSSA Set in 1953 

NEW YORK—This is the eighth 
consecutive year in which the Popu- 
lar Price Shoe Show has been sched- 
uled during the first week of May, 
Co-Chairmen Francis H. Gleason 
and Alfred L. Morse have pointed 
out. Not since 1952 has the May 
show been held any later. 

The PPSSA’s dates (May 1-5) co- 
incide this year with those of the 
Shoe Market of America in St. 
Louis. Several weeks ago Arthur 
Gale, executive secretary of the St. 
Louis Shoe Manufacturers Associa- 
tion, pointed out that in St. Louis 
the present May show dates were 
set up in 1952. 

The PPSSA’s co-chairmen said 
the timing of the New York event 
was based on a 1951 survey which 
revealed the buying requirements of 
popular price and volume retailers, 
as well as factory production sched- 
ules. If the show were held later, 
the chairmen said, factories would 
be unable to meet retail delivery 
schedules on early fall merchandise, 
as a result of the two-week summer 
shutdown. 

The survey also found earlier 
dates unsatisfactory since retailers 
would have insufficient information 
to make definite fall commitments. 
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St. Louis Gets a Voice 
On Show Study Group 


NEW YORK—The St. Louis Shoe 
Manufacturers Association has 
named three representatives to serve 
on the industry’s Shoe Show Study 
Committee. Sam L. Slosberg, chair- 
man of the group and president of 
The Green Shoe Mfg. Company, Bos- 
ton, said the St. Louis organization 
will take a full part in the com- 
mittee’s program to study the mar- 
keting and exhibition needs of the 
industry. 

The three St. Louis representa- 
tives are: McLeod Stephens, presi- 
dent of Johnston, Stephens and Shin- 
kle; Norfleet H. Rand, vice-president 
of International Shoe Company, and 
Harry Bennigson, executive vice- 
president, Hamilton Shoe Company. 

Meanwhile it was announced that 
one representative of each of the 
committee’s five sponsoring associa- 
tion, plus the executive vice-presi- 
dents of each, will make up a sub- 
committee to develop the specific 
points of a study program. 

Appointed to the subcommittee 
were: Mr. Slosberg, representing the 
National Shoe Manufacturers Assn.; 
Irving D. Brown of Coward Shoe 
Company, New York, for the Na- 
tional Shoe Retailers Association; 
Saul L. Katz of Hubbard Shoe Com- 
pany, Rochester, N. H., for the New 
England Shoe and Leather Associa- 
tion; William M. Blackie of Gen- 
esco, Inc., Nashville, Tenn., for the 
National Association of Shoe Chain 
Stores, and Mr. Stephens, for the 
St. Louis Shoe Manufacturers. 


Tingley Rubber to Build 
Plant, Unite Its Operations 


RAHWAY, N. J.—Tingley Rub- 
ber Corporation plans to consolidate 
all its manufacturing operations un- 
der one roof after a new plant is 
built at South Plainfield, N. J. Wil- 
liam Rand, president, said increased 
sales of the company’s waterproof 
footwear and the lack of expansion 
room in the firm’s present locations 
led to this decision. 

Mr. Rand said the company has 
acquired a tract of about 20 acres 
in South Plainfield. Plans are being 
prepared for a modern, one-story 
structure of approximately 120,000 
square feet. 
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H. C. Godman Manufacturing Rights Sold 


COLUMBUS, 0O.—J. O. Moore, 
president of the H. C. Godman Com- 
pany, has acquired the company’s 
manufacturing operations for $1.5 
million. The new corporation will 
be called the Godman Shoe Com- 
pany. 

H. C. Godman—now renamed Ful- 
ton Industries, Inc. —will retain 
ownership of the company’s real 
estate and will continue to operate 
the 100-store Miller-Jones retail 
shoe chain. 

Mr. Moore paid for the manufac- 
turing and wholesaling assets of the 
company with cash and 12,000 
shares of stock in H. C. Godman. 
After the transaction he said there 
would be no changes in existing 
production and wholesaling policies. 


Officers Listed—Mr. Moore has 
resigned as president of the original 
H. C. Godman Company. He serves 
as president of the new company, 
and two other H. C. Godman officials 
retain their former titles in the new 
firm. They are Don P. Weber, vice- 
president, and J. L. Davis, vice-pres- 
ident and treasurer. Mr. Weber will 
serve also as secretary of the God- 
man Shoe Company, and R. A. 
Buehler will be assistant secretary 
and assistant treasurer. 

Mr. Moore and other Godman 
Shoe Company officials told a meet- 
ing of 25 women’s division travelers 


that sales of Godman spring lines 
have run 10 to 12 per cent ahead of 
last year. 


Jelin Heads Fulton—At a meet- 
ing April 5, directors of the old 
H. C. Godman Company approved 
the name change to Fulton Indus- 
tries, Inc., effective at once. They 
elected Jerome K. Jelin of Cincin- 
nati as president of both Fulton 
Industries and the Miller-Jones 
chain. Mr. Jelin formerly was board 
chairman of the H. C. Godman Com- 
pany. He is principal in the Cincin- 
nati firm of Jerome Jelin and Asso- 
ciates, which controlled the H. C. 
Godman firm. 

Included in the real estate re- 
tained by Fulton is the East Fulton 
Street property in Columbus which 
has been involved in an on-again, 
off-again sale to the Franklin 
County Commisioners. Two mem- 
bers of the commission recently 
voted to rescind previous action to 
acquire the building and an adjoin- 
ing one for $700,000. 


Legal Action Planned—Mr. Jelin 
said last month that the sale of 
manufacturing and wholesaling 
rights was based on the assump- 
tion that “we had the building on 
Fulton Street sold.” Fulton direc- 
tors have authorized their attorney 
to prepare legal action. 





Ted Saval, Artcraft Closing in Los Angeles 


LOS ANGELES—Ted Saval, Inc., 


long-established manufacturer of 
women’s dress shoes, will close its 
doors. Officials of Genesco, Inc., 
parent company of the Southern 
California firm, made the decision 
to discontinue production. 

Ted Saval had manufactured 
footwear in the $12.95-$18.95 price 
range. 

The company’s plant may either 
be broken up or sold as a unit. A 
definite decision has not been 
reached. 


Artcraft Halts Production—An- 
other Los Angeles producer, Art- 
craft Shoe Manufacturing Com- 
pany, also has discontinued produc- 
tion. Artcraft was a maker of casu- 


als, flats, thongs and sandals. 

The company’s former owner, 
Julius Baer, died last year. Karl 
Mayer, who took over as president 
at that time, made the decision to 
close down. 


New Plans for Magdesian—The 
demise of Artcraft has required the 
Los Angeles firm of Magdesian 
Bros. Shoe Manufacturing to make 
new arrangements for the market- 
ing of its popular-priced thongs, 
casuals and slippers. This footwear 
formerly was merchandised through 
Artcraft. 

Magdesian Bros. has named Karl 
H. Freudenthal as sales manager. 
The Magdesian line will be sold 
under the “Sun-Goers” label. 
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Award Winner Considers Brand Policy Vital 


The “Brand Name Retailer-of- 
the-Year” stresses customer ser- 
vice plus the exclusive use of 
“reputable brands.” These _pol- 


icies have paid off in three cities. 
By WILLIAM C. GRONINGER 


CHAMPAIGN, ILL. 
ulation of favorable 
brought about 


“An accum- 
impressions 
over a_ period of 
years through the exclusive use of 


proud of the fact that successive 
generations of customers have 
availed themselves of the Sholem 
reputation. 

“Our success has been built 
constantly improving our service to 
our customers, not on any single 
brilliant performance or miraculous 
promotions,” Mr. Sholem says. Im- 
plicit in this is a preoccupation 
with good, common-sense business 
practices, coupled with the recog- 


on 


J. J. Sholem, head of the Illinois retail firm that bears his name, looks over some 
store plans with his sons, Mike (left) and Stanford (right). 


reputable brands and _ specialized 
customer service.” 

This is the key to the success of 
J. J. Sholem, whose J. J. Sholem 
Stores Company is this year’s win- 
ner of the coveted “Brand Name 
Retailer-of-the-Year” award in the 
shoe category. The award is made 
annually by the Names 
Foundation, Inc., the basis of 
retailers’ brand advertising and 
promotion activities during the 
previous year. This year the awards 
will be presented at a dinner in the 
Waldorf-Astoria Hotel, New York, 
May 6. 


Brand 
on 


Family Tradition — Mr. Sholem, 
an intense man devoted to the busi- 
ness of selling shoes, is proud of 
his family’s record of three genera- 
tions in the shoe business, and 
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nition of an important phase of 


shoe business: foot health. 


Brand Names Exclusively— 
Through his 50 years of experience 
in the shoe trade, these considera- 
tions in turn have come to mean 
one thing to Mr. Sholem: exclusive 
use of brand names. On this point 
he is blunt. 

“A brand name must reflect the 
integrity of the manufacturer or he 
commits business suicide,’’ Mr. 
Sholem insists. ‘And the brand has 
to reflect customer experience; a 
customer has the right to demand 
to be informed of the product he is 
purchasing, and he can do this 
primarily through the of a 
brand product. 

“No man purchases a new car or 
even a pack of cigarettes without 


use 


specifying the brand; no woman 
buys a can of peaches or even a 
bottle of perfume without stating 
her preference as to brands. It 
should be the same in the shoe busi- 
ness.” 

Strong Convictions—Mr. Sholem 
has only contempt for “fly-by-night, 
grab-the-money-quick and_ ring-it- 
up” shoe stores that “sell shoes 
without regard to proper size or foot 
health—with no more thought than 
a man would use to sell a pocket 
comb.” 

This accumulation of positive and 
uncompromising views on the shoe 
business had its beginning in Paris, 
Ill. There J. J. Sholem worked after 
school and on Saturdays for his 
father, the late William Sholem, 
who operated the first Sholem Shoe 
Store. 

J. J. attended the University of 
Illinois, then Notre Dame, and in 
1920 he opened his first shoe store 
in Urbana, IIl., together with his 
brother, the late David Sholem. 
They operated the store together 
until 1922, when at his father’s re- 
quest J. J. sold out his interest and 
returned to Paris. 


Success in Champaign—lIn 1923 
J. J. Sholem purchased a store in 
Champaign. Twice this store out- 
grew its quarters. The present 
location, a two-story building on 
Champaign’s Main Street which 
serves as company headquarters, 
been remodeled three times 
since it was occupied in 1936. 

The firm now operates this and 
two other family shoe stores, one 
in Urbana at the site of the first 
Sholem store in that city, and one 
in Danville, Ill. Champaign and 
Urbana are twin cities in East 
Central Illinois. Danville is about 
30 miles northeast of Urbana. 

In addition, Sholem’s has two 
leased operations, one with the 
Fashion Apparel Store in Danville, 
one at Miller’s Apparel Store, 
Champaign. These latter two op- 
erations sell only children’s and 
women’s footwear. 


They Kept Trying — With Mr. 
Sholem in his operation are his two 


has 
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sons, Stanford and Mike. The latter 
gets the credit for the promotional 
efforts that won the Brand Name 
award. 

Previously, in each of the last 
two competitions, Sholem’s-in- 
Champaign had finished among the 
four shoe store finalists winning 
certificates. Each year, a first-place 
winner and four certificate winners 
are picked by the Brand Names 
Foundation in each of 26 retail 
categories. 

Sholem’s advertises heavily, turn- 
ing back about five per cent of the 
total gross. Most of this, an estim- 
ated 90 per cent, is given over to 
newspaper advertising, with spot 
television and radio using the re- 
mainder. In addition, two complete 
series of direct mailings are made 
each year with material supplied by 
leading manufacturers. 


A Variety of Brands—Among the 
name brands stocked by Sholem for 
his male trade are: Bostonian, 
Mansfield, American Gentleman, 
Goding Boots, Nunn-Bush, Edger- 
ton, Freeman, Wolverine work shoes 
and Hush Puppies. 

For women there are Andrew 
Geller, I. Miller, Foot Saver, Dr. 
Locke, Red Cross, Vitality, Enna 
Jetticks, Town and Country, Debs, 
Mannequins, Daniel Green house 
slippers, Valley, Delmanettes, Mira- 
cle Tread and Joyce and Viner cas- 
uals. 

Brands for children include 
Jumping-Jacks, Little Yankee, 
Alexis Dress-Ups, Simplex Flexies, 
Capezios dance slippers, Children’s 
Foot-So-Ports and Gerwinettes. 
U. S. Rubber and Hood rubber prod- 
ucts are sold for all the family. 


Prescriptions a Specialty — The 
firm caters to the entire family’s 
needs, but appeals to a “high-class 
clientele” and also spe- 
cially constructed arch-type foot- 
wear. This is another facet of his 
operation of which J. J. Sholem is 
proud: Local physicians within a 
75-mile radius of Champaign and 
Urbana recommend the stores for 
prescriptions. The firm’s files go 
back 20 years and are complete even 
to the name of the salesman who 
did the fitting. 


stresses 


Weekly Training for Staff—This 
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Brown's Appeal Cites Competition 


(CONTINUED FROM PAGE 21) 
section of the country found will 
be substantially lessened. 

“The court made no finding as 
to the extent and nature of com- 
petition in shoe retailing in each 
of the sections of the country which 
it found. 

“On a national basis, the court 
failed to analyze the vigor of exist- 
ing competition in shoe retailing.” 


Statistics Cited—‘“In 1954 there 
were over 22,000 stores which were 
primarily shoe stores,” Brown says, 
“and a total of over 70,000 outlets 
of every type which regularly han- 
dled shoes. Brown’s total outlets 
of 751, including Kinney, are then 
insignificant on a national basis, 
amounting to slightly more than 1 
per cent of the national total.” 

On the retail level, Brown points 
out, its sales of shoes were about 
$45 million in 1955. Kinney’s sales 
at retail in 1955 were about $78 
million. National sales at retail 
were about $3.5 billion. Thus the 
combined Brown-Kinney share was 
only 2.3 per cent of national retail 
sales. 


No Fixed Share—The court, the 
brief contends, evidently has a mis- 
taken notion that either Brown or 
Kinney has a fixed share of any 
market. 

“In 1955 Kinney had 352 stores. 
In 1958 it had 416, a net addition 
of 64 stores. This arithmetic does 
not tell the full story, however, for 
during this period Kinney opened 
65 shopping center outlets and 46 
highway stores and closed 47 regu- 
lar stores. This represents an at- 
trition rate of about 16 stores a 
year. Kinney would not abandon 
locations at this rate if location 
conferred market power.” 


About Vertical Integration — 
Brown also denies that it enjoys 
any powerful position as a manu- 
facturer-retailer: “If a trend to- 
ward vertical integration which 
could be regarded significant 
existed, we should expect to find 
that all large shoe firms would be 
so integrated and that the eitect 
of such integration would have in- 
creased the share of productien en- 
joyed by integrated manufacturers. 
Neither condition is found. Indeed, 
the undisputed facts show just the 
contrary.” 

srown says the lower court seems 
to think that because any particu- 
lar merchant has a difficult time 
in competing, competition must 
therefore be injured. This is not 
the lawful test, the firm states. 


as 


What Is the Test?—‘The statu- 
tory test is whether there has 
been a_ substantial lessening of 
competition, not whether there has 
been injury to competitors,” 
Brown’s brief says. 

“Competition means a struggle in 
which some will succeed and others 
fail. 

“In fact, however, there was no 
evidence before the district court 
of any independent retailer who 
had failed in business. 

“The extent of their complaints 
was that they were being subjected 
to constant competition, not that 
competition had been lessened sub- 
stantially. 

“There is clearly no evidence that 
any manufacturer or retailer of 
shoes, however large, has any 
power to fix prices, or indeed sub- 
stantially to influence such prices. 

“The vigor of competition in the 
shoe industry is such that there is 
competition along many lines, in- 
cluding fierce price competition.” 





brings up another point that is high 
on the Sholem list of musts for 
successful operation: the individual 
clerk. The salespeople who work in 
Sholem stores must attend a weekly 
schooling session that may include 
instruction by managers of the 
various stores, films from shoe 
manufacturers or trips to inspect 


shoe manufacturing plants. 


More Units Ahead—Mr. Sholem’s 
philosophy is given weight by the 
fact that he expects to open two 
more shoe stores in the Champaign- 
Urbana area within the next two or 
three years as “proper locations” 
become available. 
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NSRA Clinie Set for Ohio Show 


An NSRA regional workshop will 
be held in Columbus on May 8, 
the first day of the Fall Shoe Fair. 
A variety of other “Shoe Week” 
activities are planned. 


By MARDO WILLIAMS 


COLUMBUS, O.—A first - time 
event—a regional workshop of the 
National Shoe Retailers Association 

will be held here during the Ohio 


EDW. J. McDONALD 


SIDNEY L. KLINE 
Panel Moderator P. ist 


‘anelis 


THOMAS CARTON 


MEADE McCAIN, JR. 
P Heads Retailers 


‘anelist 
Shoe Travelers’ fall showing in the 
Deshler-Hilton Hotel May 8-10. 
The Travelers Club and the new 
Ohio Shoe Retailers Association, 
founded less than a year ago, are 
cooperating in the most diversified 
Shoe Week observance ever planned 
here. 


Part of New Program—This Re- 
gional Retailer Conference, as 
NSRA officials call it, will initiate 
an expanded program of services 
by the national group. Its plan is 
to take clinics and workshop ses- 
sions to retailers in their own 
areas. By providing for an ex- 
change of ideas and experiences at 
the local level, NSRA hopes to ex- 
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ert a strong influence in “updating 
methods and operating know-how.” 

Plans for the regional sessions 
will be carried out by the NSRA 
headquarters office with help from 
directors and members in the area 
concerned. This was the case with 
the Columbus workshop. 

Edward J. McDonald, executive 
vice-president of NSRA, will mod- 
erate a panel discussion at the 
workshop, on Sunday morning, May 


JOHN W. MORGAN 


ELAINE T. NORWOOD 
P Panelist 


‘anelist 


WILLIAM C. SHORT 
Travelers’ Head 


A. T. MANIACE 

Show Chairman 
8. Thelma Hennessey, NSRA execu- 
tive secretary, will present a fall 
fashion evaluation. James Petty, 
president of the H. & S. Pogue Com- 
pany, Cincinnati, will be the key- 
note speaker. 


Panel Members—The four panel- 
ists, each of whom will answer 
questions after speaking 10 min- 
utes, are: Sidney L. Kline of Lus- 
tig’s, Inc., Youngstown, O., speak- 
ing on “Advertising”; Elaine T. 
Norwood, Craddock-Terry Shoe Cor- 
poration, Lynchburg, Va., “Person- 
nel and Training’; John W. Mor- 
gan, John Morgan Associates, 
Parkersburg, W. Va., “Planning and 
Buying for Profit,” and Meade M. 


McCain, Jr., president of Swope 
Shoe Company, St. Louis, ‘“Mer- 
chandising and Control for Profit.” 

The two-hour session will start 
at 10 a.m. 

Some 300 retailers are expected 
to attend the workshop, which will 
follow a continental breakfast. 
Other Shoe Week activities listed 
by Shoe Fair Chairman A. T. Mani- 
ace include the Travelers’ member- 
ship meeting the evening of May 7, 
and a Dixieland dinner-dance party 
the following evening. 


Retailers’ Meeting Set — Thomas 
Carton, Coshocton, O., merchant 
and first president of the Ohio Shoe 
Retailers, said a special meeting of 
his group has been called for May 9. 

More than 120 manufacturers 
will exhibit at the fall show. Wil- 
liam C. Short is president of the 
Travelers; A. T. Maniace is vice- 
president and show chairman, and 
Mrs. Caroline Rund, executive sec- 
retary. 

Show registration is expected to 
rise 20 per cent above the custom- 
ary 500 as a result of the expanded 
program. 


Dallas Fall Shoe Fair 
To Feature 600 Lines 


DALLAS—More than 600 lines 
of shoes and boots will be exhibited 
in 400 display rooms of the Adol- 
phus, Baker, Statler-Hilton and 
and Southland Hotels here during 
the Fall Shoe Fair of the South- 
western Shoe Travelers Association 
May 8-11, according to Paul B. 
Schroeder, secretary-manager of the 
association. 

All members of the association 
and of the National Shoe Travelers 
who attend the show will be enter- 
tained Saturday night, May 7, at a 
cocktail party and buffet dinner at 
the Adolphus. On Monday at 8 a.m., 
more than 500 retailers will attend 
a breakfast at the Baker Hotel, 
where Dr. R. B. Robbins of Camden, 
Ark., will be the principal speaker. 
Dr. Robbins is a former president 
of the American Medical Associa- 
tion. 

After three days’ buying, retail- 
ers will be entertained at the semi- 
annual dinner-dance at the Adol- 
phus Tuesday night at 7. 

Robert T. Atkinson is president 
of the Southwestern Travelers. 
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AND FLYING HIGH 


Our young men’s 


S Ab Be OMAGICS 


At only $8.95 Retail 


We've packed a record amount of value in 
this new, lower-priced Air-O-Magic line. 
Here’s footwear with everything. 

They’re made on the famous Air-O-Magic 
lasts. They're long-wearing, welted 
shoes. They have the style and 

comfort today’s junior executives 

and college men demand . . . and they 
sell at such low, low prices... 

they're sure to make your 

volume soar. 


See you at the PPSSA 
3703-4-5-6 The New Yorker 


Never out in-stock service 


Great Lines of Footwear 
odman shoe co. 


COLUMBUS, OHIO 


NEW YORK OFFICE 
646 Marbridge Building - 34th and Broadway 





Adding our style line of infant's shoes— 
is the surest way to bring a joyous increase 


in your children’s shoe business. 


4 Great $3.95 
*e" Retail Values 


See you at the PPSSA 
#703-4-5-6 The New Yorker 


pur" 


ZA 
a ‘ A sia fashion-styled 


wn selection 


Nylon velvet 
and leather 


Quality leathers, long-wearing 
bon-welt construction. 


"% cookie-lip sock for that 
expensive look . . crepe or 
panolene nuclear soles 


P ,To size 9 — B, C and D widths 


Leather strap boot 
Cuff collar 


buck boot 


Ole Pale »v:0% 


In-stock service o d man Ss h oe co. 


COLUMBUS, OHIO 


NEW YORK OFFICE: 
646 Marbridge Building - 34th and Broadway 





To Men Who Know Mid-Heels 
This Telling Point 
is Our Selling Point 


ere the 
abuse, first in being 
and then on the foot . . . for 

Mice! shoes are flexed more with each step 
than high heels. Here is the point where God- 
man’s precision, leather lovin’ manufacturing tech- 
niques really pay off. 

You get mid-heels which hold their smooth 
toplines in every position of milady’s foot. They 
deliver lasting fit and satisfaction throughout the 
size range. They sell the year around, at popular 
prices, with never a markdown. They're aimed 
at the biggest segment of today’s market. 

Smart retailers are discovering they have 
PURRfect sales appeal. No wonder our Kit-a-Peds 
mid-heels, introduced last year, already are the 
biggest mid-heel line in America, today. 


See you at the PPSSA 
#703-4-5-6 The New Yorker 


‘one ” 


AT LAST. ..PURRfect Mid-Heel Pesenis: 


After 4 Long Years of Development 


The Godman Shoe Company devoted four years to develop- 
ing the special lasts and patterns used only on our mid-heels. 
Vice President Don Weber and a famous European designer 
spent months together on this top-secret project. The result is 
a unique system of spring lasting in which the leather falls into 
place with a minimum of stretch and not a hint of pucker. 
Many other lines cost more, but none fit better. Kit-a-Peds are 
backed by Godman’s famous in stock policy. 


co) : 
Great Lines o} Footwear 


Vice President D 
Wager odman shoe co. 
crafted the patterns COLUMBUS, OHIO 


used in manufacturing new Vemeornce: 
Kit-a-Peds. 646 Marbridge Buliding - 34th and Broadway 





INTERNATIONAL 


LEATHER 


8th - 13th September 1960 
PORTE DE VERSAILLES - PARIS 


WORLD-WIDE TRADE FAIR 
FOR THE LEATHER INDUSTRY 


CONSEIL NATIONAL DU CUIR : 2, RUE EDOUARD-VIl - PARIS — 








luxury boots 
in nylon 

and velvet... 
at popular 
prices 





the “Manhattan”... 
in velvet, with 
VELCRO’ closure. 
pull...it’s open, 
press...it’s closed! 


PET attics 
FIRST in frat Fashion 


ROOM 629-630 e HOTEL NEW YORKER 
Cambridge Rubber Company, Cambridge 39, Mass. 
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SOONER OR LATER YOU'LL DISCOVER MELO E 


a 


KIMIE—Perky, style- 
wise T-straps in jet- 
black patent or 
sparkling white 
to cushion a 
Cinderella’s 

every step. 


PAOLI—A classic 
gone modern... 
with a new, sleek, 
swept-back ‘“‘sad- 
dle’’ line. De- 
signed for 
maximum fit 

and rugged 

wear. In 

blue or 

black 

with 

white. 


ACADEMY—Smart 
buy for young schol- 
ars. Single buckled 
strap completes 
the Academy’s 
smooth lines 
. adds ex- 
tra snug 
ness for 

top - fit 

comfort. 


THE BIG HOUSE FOR LITTLE SHOES EVER SINCE !1900 


Edwards shoes mean finest fit! 


dwiards == =<- 


THE SHOE FOR CHILDREN €dwards shoes mean latest styling! 


PHILADELPHIA 7 PA. Edwards means your best assurance in children’s 
shoes! 
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@ The death of Senator Neuberger makes it very unlikely 
that a shoe labeling bill will be enacted this year. 


@ The shoe industry now has a chanee to give the 
government its ideas on the import restrie- 
tions imposed by foreign countries. 


@ A Senate committee is investigating retailers’ 
eredit charges with the idea of making a break- 
down for the public compulsory. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





The death of Sen. Richard L. Neuberger has further dimmed the pos- 
sibility that a shoe labeling bill will be written into law this year. The 
48-year-old Oregon Democrat died March 9 following a massive stroke. 
He was an advocate of a shoe labeling law. 

Gov. Mark Hatfield of Oregon has named Hall S. Lusk, 76-year-old 
state supreme court justice and a Democrat, to serve until the end of this 
year. Sen. Lusk took the Senate oath on March 23. 

Sen. Lusk does not plan any surprises for the brief period in which 
he will serve in the Senate. A shoe-labeling bill is not on his list of 
projects. This session of Congress must necessarily come to a close by 
early July. Mr. Lusk makes it clear that he will vote his convictions on 
pending legislation, but will not attempt to become involved in any con- 
troversial matters such as shoe labeling in the remaining weeks of the 
86th Congress. 


The shoe industry now has a chance to tell the government what it 
thinks of import restrictions imposed by foreign countries. 

The offer to submit written comments is being extended by the Com- 
mittee for Reciprocity Information, a government agency assigned the 
task of collecting views on tariffs and trade restrictions. 

Talks will be conducted by a panel of 13 countries, including the 
United States, at three different meetings in May, July, and October. The 
meetings will discuss import restrictions fixed by the following countries: 

(Written comments due April 15): Austria, Brazil, Denmark, Greece, 
India, Malaya, Uruguay. 

(Written comments due May 15): Finland, France, Ghana, Israel, 
Norway, Sweden, Turkey, Yugoslavia. 

(Written comments due August 15): Australia, Burma, Ceylon, Chile, 
Indonesia, Japan, New Zealand, Pakistan, Rhodesia, Nyasaland. 

Written statements should be addressed to the Committee for Reciproc- 
ity Information, Tariff Commission Bldg., Washington 25, D. C. 


A Senate committee is looking into demands for a law requiring 
retailers to make full disclosure of credit charges. 

Because of the Senate’s crowded calendar for the few weeks remaining 
in this session of Congress, it is not likely that such a plan will be written 
into law this year. There is real danger in the Senate investigation of 
credit, however: Publicity-minded politicians may try to suggest to the 
public that there is something wrong or immoral with the credit practices 
followed by many merchants. 

A bill (S. 2755) sponsored by Sen. Paul H. Douglas (Illinois Demo- 
crat) and now pending in the Senate would require all merchants to give 
customers a full breakdown on all credit charges, carrying charges, interest, 
and any other such charges. 

Most businessmen are opposing the Douglas bill. But some discount 
house operators (Arnold Rosner, president of Robert Hall, for example) 
do not oppose the Douglas bill, and are urging the enactment of a law that 
would require price tags along this line: “CASH—$100; CREDIT—$115.” 
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@ The most rapid gains in number of children 
are occurring in the West and South, says the 
Census Bureau. Alaska leads. 


Report from 


@® The Census Bureau reports that some “star- 


WASHINGTON inptosers must alter some of their poltetes: 





Most merchants believe the Douglas bill would simply drive credit 
charges underground. Prices of merchandise would have to be marked up 
to offset income now received from various kinds of carrying charges, it is 
pointed out. 


Want to go after the children’s market? Try the Western and 
Southern states. 

Oldsters? They’re still flocking to Florida. The over-65 group grew by 
93 per cent in the 1950’s. 

The U. S. Census Bureau, in a new report (P25-214) on age groups 
and where they live, says Alaska has the largest proportion of youngsters. 
Thirty-four per cent of Alaskans are in the 5-to-17 age group. Other states 
with unusually high proportions of youngsters: New Mexico, 30 per cent; 
South Carolina and Hawaii, 29 per cent each. 

New York State and Washington, D. C., have the smallest propor- 
tions of youngsters—21 and 17 per cent. 

The most rapid gains in child population are occurring in Alaska and 
Nevada. The 5 to 17 group grew by 135 per cent and 122 per cent, respec- 
tively, in the past decade. 

Nation-wide, 24.3 per cent of the population is in the 5-to-17 age 
group. 


Within another 10 years, the labor market will be dominated by three 
key groups: Women of all ages, youngsters under 25, and older men. 

The U. S. Labor Department makes this prediction. It adds that there 
will be more workers coming into the labor market in the next 10 years 
than ever before in U. S. history. Some “startling” changes are in the 
works, the government believes. 

For example: 

The number of retail clerks and government workers is expected to 
increase steadily for many years to come. The number of blue-collar 
workers will decline. 

More older workers will be competing for jobs. About 5.5 million; 
more workers over 45 will be in the labor market by 1970. 

About 6.4 million more young workers will be in the labor market 
by 1970. 

There'll be at least 6 million more women workers by 1970. One out 
of every three wage-earners will be a female. 

The number of technical and professional workers will rise enormously 
—up by about 40 per cent. 

Unskilled workers and farm workers will decline in numbers. 

Unions will have to be more aggressive in organizing non-union mem- 
bers if they expect to hold their own. 

There’ll be nearly 50 per cent more high school students in 10 years, 
and about 70 per cent more college students. These are tremendous in- 
creases in these groups, and important points to keep in mind in your 
planning for the late 1960s and early 1970s. 

Employers who do not drop old policies against hiring because of 
age, sex, race, religion, or nationality may have real trouble in finding 
enough workers. 


The number of children in the 5-to-13 age group has increased by 
10 million since 1950, the Census Bureau reports. This is an increase 
of 46 per cent. 





(CONTINUED ON PAGE 110) 
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a@ Cow Corning Stiicone 


@ Keeps water out 


*T. M. Dow Corning Corporation 
and still breathes 


@ Makes shoes more 
comtortapie to wear 


Great success with Syl-mer treated boots, 


Formerly Sylflex 


says Peter Burchfield, Manager and Buyer for Sporting Goods Dept., Joseph Horne Co., Pittsburgh 


“We look for even greater sales on them this year,” 
adds Mr. Burchfield. 

“Dunham’s Duraflex Boot is the big number with us. 
I myself have worn this insulated boot on Canadian 
hunting and fishing trips, and locally in sub-freezing 
temperatures. So J know it’s waterproof, flexible and 
comfortable.” 

Business on waterproof leather boots and shoes is 
extra business. Are you getting it? There’s only one 
way: with Syl-mer* treated leather and sealed seams 
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for absolutely watertight construction without loss of 
softness, flexibility and durable comfort, even after 
wetting. 

This big advance in footwear was possible only with 
Syl-mer, the silicone protection that’s already known 
to consumers for its performance in other products. 
Make Syl-mer — identified by the Syl-mer hangtag - 
your guide to extra footwear profits. 

For details, write: 
DOW CORNING CORPORATION, MIDLAND, MICHIGAN 
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BRIARWOOD 
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NYLOVEL — 
100% nylon velvet 
originated by 
MARTIN 


FABRICS CORPORATION 
48 West 38th Street, New York 18, N.Y. 


MARTIN MILLS: U.S.A., FRANCE, ENGLAND, ITALY, CANADA 
MEXICO, BRAZIL & ARGENTINA 
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by JOHN REILLY 


Editorial 





Reasonable Proposals 


EVERAL months ago the Illinois Retail Mer- 
chants Association asked a panel of its shoe 
merchant members what manufacturers could 

do to help them in the conduct of their businesses. 
One of the questions asked was “Have you ever been 
asked your opinion of and feelings concerning any 
major line changes?” The following comment is in- 
dicative of the resentment which most of the respon- 
dents felt at the ivory tower aloofness of far too many 
shoe manufacturers. 


“The boys at the drawing boards should be 
retailers. Not for a year, just six months. 
Maybe then they would get a glimpse of the 
tremendous inventory and markdown problems 
which are creating serious losses for the smaller 
shoe merchant.” 

This is typical of the replies the Association re- 
ceived. Of 110 responses, eight merchants said they 
were consulted “Regularly,” 24 replied that they were 
consulted “Occasionally.” A startling total of 71 
answered that “Never” had their opinion been asked 
on the styling or the content of the lines they sold. 
The remaining answers were too vague to be usable 
or were composite answers to several questions. 

The response to this survey prompted Joseph T. 
Meek, President of IRMA, to suggest that big “bell- 
wether” manufacturers re-evaluate the importance 
of small retailers in their distributive systems and 
attempt to recognize the growing list of problems 
which retailers face. 

“If big manufacturers,’ Mr. Meek says, “would 
carefully estimate the costliness of Federal aid to 
small business in the event practical and earned 
self-help is not translated into positive action, what 
might bring on crisis years could turn into a decade 
of opportunity for smaller merchants.” Mr. Meek sees 
a wonderful era of opportunity for small merchants 
“and their sons to come” if manufacturers can bring 
themselves to recognize the true importance of retail- 
ers and help them in the solution of their problems. 

The clamor for more aid for small business by Wash- 
ington becomes louder every day. With the preservation 
of the independent at stake, help will be forthcoming 
either from business itself or from more-than-willing 
big government. Even though many manufacturers 
may have forgotten it, the independent is still the most 
important link in the distributive chain. Manufactur- 
ers can render help to the small retailer far more 
efficiently, and certainly more economically, than any 
Federal agency and they should realize this before it 
is too late. 
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The vacuum has been created, in a way, by a com- 
plete lack of communication between small retailers 
and some manufacturers. This is unfortunate because 
time is running out for both. This comment by one 
of the respondents to the IRMA questionnaire de- 
scribes a basic cause of this difficulty very well. “A 
great many executives among our manufacturers today 
were top salesmen in their companies 20 years ago. 
Unfortunately, they are making decisions today based 
on the experience of 10 or 20 years back. They do not 
realize that retailing has changed and, unfortunately, 
they have so many problems of their own that they 
seldom take time to get down to the so-called grass 
roots.” 

The pithy comments of these 110 shoe merchants 
who replied to the questionnaire have been in part 
responsible for seven projects to help small business 
which Mr. Meek is proposing to manufacturers. It is 
significant that three of the most important of these 
projects are directly traceable to the shoemen’s 
response. 

They are: 
@ Create authentic small business divisions of 
research and activity with top echelon rating 
and full power to help “littleness’” where help is 
merited and earned. 
@ Work harder to cooperate with small retail 
outlets to learn what their customers are think- 
ing, are wanting, can pay for, with the accent on 
profitable selling, not profit-crushing inventory. 
@ Systematic dissemination of proper methods of 
aiding small businesses in the development of 
quantity buying methods, reducing expenses 
through proper routing of goods, receiving of 
goods, marking, stock control, advertising stand- 
ards and credit aids. Feeding back this informa- 
tion, as several outstanding manufacturers do to- 
day, to trade associations, clinics and institutions 
which aid and assist “littleness,” but not at the 
taxpayer’s expense. 

Certainly these are reasonable proposals and deserve 
serious consideration by every manufacturer who still 
believes that soundly operated small business should 
survive and prosper. Are shoe merchants harder 
pressed, are their problems more numerous and more 
complex than those of their brothers in other branches 
of retailing? 

At any rate, shoe manufacturers should find signifi- 
cance in the fact that it was the experience of the 
merchants who distribute their goods that suggested 
proposals to help all forms of small retailing. 





white is right 
~ for day 
or night 


¥ 


BY nice 


Calf 
OMmertiicn 


Courtesy Valentine Shoe Co. (A Genesco Division) 


a beauty... anytime... anywhere... 


this fine, white calf by Gallun in a superior tannage so ideal for 
summertime shoe fashions. Soft as a fluffy cloud, yet remark- 
ably durable, this supple, satin smooth leather woos milady with 
its stunning good looks and queenly luxury. Plan to brighten 


\ 


your sales picture with this “Wonderful White” Calf by Gallun. 


GALLUN 


A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin IE ATHERS 
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VITALITY COLORS 
are earthy, autumn-y 
—make news with fall 
clothes. 


SEE 
AAA AAA A A from Vitality’s big, new, : 


Fall 1960 line. ~~ 


At the 
ST. LOUIS SHOE SHOW 
Sheraton Jefferson Hotel 


{( Dining Room 7 


VITALITY’S FALL LINES VITALITY LEATHERS 


give full consideration Ped are as top quality as 


to retailer markup I they look and feel. 
requirements. 


famous for fashion and fit © 


VITALITY STYLING 
is—swish, “Smarter by a 
City or Country Mile.” 


SEE 


the most foot-happy shoe 
fashions you've seen 
in years. 


and at shows in the 
following cities: 

ATLANTA, BOSTON, CHICAGO, 
COLUMBUS, DALLAS, DENVER, 
DES MOINES, DETROIT, 
INDIANAPOLIS, LOS ANGELES, 
PITTSBURGH, ST. PAUL AND 
SEATTLE 


WIN 


more customers, 
more sales — 
more profits. 


VITALITY SHOES 
are stocked for you 
in depth. 


itality shoes 


Priced to retail $1295 to $1495 


Vitality Wanderlust shoes from $995 


w VITALITY SHOE COMPANY « DIVISION OF INTERNATIONAL SHOE COMPANY « ST. LOUIS 66, MISSOURI 


O Vitality Shoe Co, Div insco, 1960 NEW YORK OFFICE: ROOM 914, MARBRIDGE BUILDING 
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INTERNATIONAL 


advertising program 


SpoTacular 


MO 


Your customers see your store name 
on TV in your market-—and they BUY! 


Now: 


Fall 
1960 


markets...more stars... 
new TV spot commercials 


Results are what count... and the sales results from International’s TV 
SPOTacular are snowballing! The TV SPOTacular reaches more able-to-buy 
homes than ever this fall, with new spots and new stars selling your brand 
names in your market. Tie in... make your selling job easier and faster! 




















HARD HITTING 


Spots 


from Hollywood's 
greatest studios! 





“C for Comfort” is 
the big story behind 
John C. Roberts 


Exciting dancing, 
sparkling music sells 
Wesboro style 


TV Star David 
Janssen tells why he 
chooses Rands 





Poll-Parrot 
takes his friends 
on a jungle hunt 


Outer space beckons 
in new Weather-Bird 
cartoon 


King and Countess 
make music together 


for Kingsway 


“Cushion Comfort” 
sell boosts 
City Club traffic 





Rhythm of the 
cha-cha shines up 
Randcraft sales 


Red Goose jingle 
sparks sales-building 
cartoon 


Sparkle of gems is 
brand identification 
for Gems 


They'll remember 
Trim Tred when 
they hear this 








Teen trio blends 
voices to sell 
Trio shoes 


Grace Walker's 
queenly beauty 
builds new demand 


Velvet Step's 
loveliness in a 
velvet-soft sell 


Smart as today is 
Smart Set’s 
new TV spot 
































brings you the biggest* 


in the shoe industry! 
*(Biggest in '59—Bigger than ever in '60) 


PlusMET WORK. 


MORE network TV 
than ever before! 


NOW SELLING FOR YOU... 


Jack Paar 


and Hugh Downs 
Stars of NBC-TV’s 
‘THE JACK PAAR SHOW’ 


Television’s most talked-of entertainer is your salesman for 
Rand and Randcraft - City Club and Wesboro 
John C. Roberts and Kingsway 


STARTING SEPTEMBER 6 —TWICE WEEKLY! 


Gh r 


Plus top NBC, ABC, and CBS stars reaching an audience of millions on 


@ QUEEN FOR ADAY! e BEAT THE CLOCK! ) 
e TOP DOLLAR! @ THE PRICE IS RIGHTI | _ = 
“ ; 


Get the facts about 1960’s biggest, hottest shoe promotion from your 


Roberts, Johnson & Rand - Peters 
Friedman-Shelby representatives! 


Sign up and cash in on International’s TV SPOTacular PLUS Network TV! 


National magazine 
advertising in— 
SEVENTEEN - INGENUE 


PARENTS' - TODAY'S HEALTH 
BOYS' LIFE - OUTDOOR LIFE 


SPORTS AFIELD - BABY TALK i aie aga 
FIELD & STREAM - MY BABY Warld Largest Shroe Manufae CATAL 
YOUR NEW BABY 


. NEW YORK . ATLANTA . LOS ANGELES 





Footnotes ton Fall * 


See our smartly styled Fall-Winter ‘60 line of Sport-Casuals and 
Party Shoes . . . from Infants through Growing Girls and Teens. 


Be sure and visit our new St. Louis Sales Office during 
Shoe Market of America May 1-4... and at the 
PPSSA, New York, May 1-5, at the Sheraton- 

Atlantic Hotel, Display Rooms 571-573. 

Also showings at all Regional Shows. 

Write for Fall-Winter Catalog and 

name of nearest representative. 


NEWMARKET, 
NEW HAMPSHIRE 


ST. LOUIS SALES OFFICE: Suite 700 * 503 N.12th St. © St. Louis, Mo. 
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RETAIL 


# 


x 


er s SHOW OTTS 
= | 3 complete 


| dines 


RETAIL 


= Infants’, children's, growing girls’, 


ee ———S— teen-age girls’, young women’s flatties, 
little heels, high heels, Littleway Penny Loafers, 


Bonwelts, and dance footwear! 


SEE THEM ALL AT THE 
ST. LOUIS SHOE SHOW, NEW YORK POPULAR 
PRICE SHOW AND ALL REGIONAL SHOWS 


hite Junior Shoe Ciekeenes 
MANUFACTURERS - PARAGOULD, ARKANSAS 
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" )weedies. Fit hion-Prafits Line {" 


Annual 


Fall Showing ~ SHOE - 
of AMERICA 


St. Louis Shoe Manufacturer's Association 


HOTEL STATLER St. Louis 
MAY 1, 2, 3, 4, 1960 


DALLAS ROOM 


Mezzanine 


¢ Dick Baker « Joe West 
e Clyde Logan e Fred Frits 
e Paul Sheley  « Ed Dobner 


TWEEDIE FOOTWEAR CORPORATION 


General Offices: Marbridge Bidg, 
Jefferson City, Missouri New York City, New York 
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oice of the ‘Trade 


“There’s excitement aplenty in shoes 
for children; and we don’t mean 
the conventional shoes for school, 
study and play. Did you know that 
children go to more parties; belong 
to more clubs and organizations than 
ever before? They dress up more and 
are more keenly aware of their at- 
tire. There is a challenge to them, in 
looking presentable and well dressed 
and they are accepting it with grace 
and a deep interest, which makes 
selectivity in everything they wear 
especially important.” 

The above are some of the observa- 
tions of LOUIS ROSENBERG of 
Lloyd’s Tru Walk Shoe Shop in 
Upper Darby, Pa. He feels that chil- 
dren are particularly interested in 
shoes that resemble those worn by 
their parents. Children are demand- 
ing style at a very early age, prac- 
tically from infancy. When little girls 


are about ten, they want their shoes 
to look at least like teenager’s shoes. 
A teenager, on the other hand, is 
happier when shoes have features 
like her older sisters’ and brothers’ 
shoes. 

“Color is painting an exciting sales 
picture. Red, bone and grays as well 
as patent are favorites with little 
girls. Talk to children when you 
start fitting them. Sell them the idea 
of color first. They in turn will sell 
it to the parents.” 

* *% * 

More than 5,000 retailers of the 
National Retail Merchants Associa- 
tion, who met in convention at the 
Statler Hilton Hotel in New York 
some months ago, passed several 
resolutions with regard to important 
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matters affecting retailers. They also 
stated their position with regard to 
sales taxes and other taxation. They 
emphasized, too: 
“We believe it is the responsibility 
of all retailers to take an active role 
in the affairs of our government, 
particularly during this, a national 
election year. We, therefore, urge 
that stores encourage all citizens in 
their communities to register and 
vote. We also urge that all business 
men become more thoroughly ac- 
quainted with problems of goven- 
ment at all levels and make their 
views known.” 

* * x 
“More customers are coming into 
Thom McAn stores than ever be- 
fore,” says RICHARD H. MC- 
CARTHY, vice-president of Melville 
Shoe Corporation and director of 
the White Front store operations. 
“Some know what they want to buy; 
but many of them have to be sold. 
The difference between just letting 
the customers buy and doing a sell- 
job, is the difference between ‘pretty 
good business’ and ‘real volume.’ 
“We must make every possible im- 
mediate sale and make the correct 
impression so that customers will 
come back. Many experienced and 
capable men have acquired poor sell- 
ing habits and an indifferent atti- 
tude, which adds up to poor sales- 
manship. We must properly train 
new men and re-train the old timers 
to reach our objectives.” 


*% * *% 


“The idea of selling shoes over the 
telephone isn’t as far-fetched as it 
may sound,” says SAM YOUNG, 
owner of Sam Young’s Men’s Shoes 
in Syracuse, New York. “We’re do- 
ing it all the time. 

“Because we are located downtown, 
we have to think up ways of serving 
our customers; giving them some- 
thing extra in personal service that 
they may not find in a shopping 
center. Encouraging them to order 
shoes by telephone is one of the 
best things we’ve done. 


BOOT ann SHOE 
RECORDER 


“Of course, it’s the conservative 
men who usually reorder the same 
shoe over and over... in different 
colors perhaps . . . but telephone 
sales today account for about ten 
per cent of our total volume of 
business. 

















“We keep a card file on all of our 
customers, recording their size, the 
style and price of all purchases, as 
well as the dates. So, even if they 
want a change of style or pattern, 
we know what shoe to give them. 
It must be the same last, though. 
“Customers rarely object to our 
method of keeping ‘case histories.’ 
In fact, they seem flattered to know 
that we take so much interest in 
them. About four times a year, we 
send out 18,000 pieces of direct mail 
advertising. Included in the envelope 
is an invitation for them to tele- 
phone their order. It has proved 
very successful.” 
*% * * 

“Image, in the retail connotation, is 
the way a store appears to be in the 
eyes of any fairly large group of 
people with whom it does business,” 
says STANLEY MARCUS, president 
of Neiman-Marcus in Dallas, Texas. 
“Formerly,” he continues, “‘a good 
merchant earned a reputation by his 
conduct in and out of business; but 
in most cases he alone controlled all 
cf the major actions of his business. 
““Today, with multiple stores, with 
greater numbers of employees, with 
diverse markets, techniques for rep- 
utation building or image projection 
grow more complex. 

“Store images aren’t any more alike 
than people are, nor should they be 
alike. A good store image is an hon- 
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est reflection of what the store ac- 
tually is ... not a phony collage put 
together by a publicist. It should 
accurately mirror what the store 
stands for in services, value, quality, 
assortments, taste, aggressiveness 
and in citizenship. 


The next steps are those of proper 
utilization of the devices of projec- 
tion. Every store has them in vary- 
ing degrees of strength—advertis- 
ing, display, publicity or public re- 
lations, special events. But the trick 
is to use these devices with maxi- 
mum coordination and with style. 
“It would be impossible to build a 
store image without the help of its 
employees. For they represent to the 
public what the store stands for. 
They project its image. They buy 
and sell the merchandise in the store, 
and they provide all of those services 
which make a store special in the 
eyes of its customers. Employees can 
make a store alive and human or 
dull.and unpleasant. We constantly 
remind our employees of the image 
we are attempting to create. It 
makes them feel they are very much 
a part of that image. 
“Each store, like each individual, 
must have its own personality and 
its own method of expression. No 
person ever became great by copy- 
ing someone else, and no store has 
reached immortality by imitation. 
Every store, large or small, should 
seek to tell its own story honestly 
and forcefully. Its image must al- 
ways be a true reflection of the 
ideals, aspirations and accomplish- 
ments of the store and its manage- 
ment.” 

* * % 
“No downtown retail district is 
doomed if those in business there 
will form a united front and take 
constructive action to insure its 
future. Unlike life insurance, this is 
the kind of insurance you can start 
collecting at once. It is a worthwhile 
effort, and experiences show that it 
does pay off.” That was the basis 
of a talk by J. PALMER MURPHY, 
general manager and secretary of 
the Commercial Development Fund 
in Paterson, N. J. Among the requi- 
sites outlined by Mr. Murphy, to 
insure a successful downtown pro- 
gram were: a sincere desire for 
action, strong leadership, commu- 
nity-wide cooperation and a _ plan 
tailored to local needs.” 
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Profile.... 


by ESTELLE G. ANDERSON 





PHILIP HOLLANDER 


66 IGHEST fashion at budget prices.” That, in essence, is the 
merchandising principle as it is practiced at Alexander’s 
Department Stores. And one of the strongest disciples of 

that tenet is Philip Hollander, merchandise manager of all the shoe de- 
partments. One of his cardinal rules . . . one that he constantly impresses 
upon his buyers... is: “Never short change the customers. Be honest 
with them and they, in turn, will be loyal to you and to the store. Cus- 
tomers don’t resist prices if you give them quality and value. Customers 
are smart. Often, they know more about shoes than the buyers do.” 

There is no question but what that approach has beeen successful and 
effective. It is one of the reasons why Alexander’s Shoe Departments 
have become increasingly important to the hundreds of thousands of 
customers and to the over-all sales volume of the company. 

The moment you step into Alexander’s, you get the feeling of move- 
ment, interest and excitement. Traffic is usually extremely heavy, for 
Alexander’s continues to promote consistently and aggressively; and the 
customers come to look and stay to buy. There are four Alexander’s 
stores in New York: One at Fordham Road and another at 150th Street 
and Third Avenue, in the Bronx; one in White Plains and the fourth in 
Rego Park ... with an annual sales volume of about $100,000,000. Shoes 
account for about ten per cent of that volume. So you can see what a 
sizable job Phil Hollander has . . . and what a responsibility! 

“You can’t just sit still and hope the customer will come back to your 
store. That’s for sure,” says Phil. “You have to be dramatic, dynamic 
and give the customer the best and the most for the price. I have seen 
a metamorphosis take place. When I started with Alexander’s, the 
order of the day was $2.99 and $3.99. If we sold a $5.00 shoe, we were 
doing a big thing! Today, we sell shoes at $39.95 as a matter of regular 
business. Our customers are style-conscious and up to the minute on 
fashion trends. And I tell my buyers: ‘Let the customer dictate what 
you should buy.’ The triple needle shoes are a case in point. Our buyers 
were dubious about them. Were reluctant to buy them across the board. 
We bought them anyway, and had them in our stores before anyone 
else in the vicinity did. The customers loved them. They practically 
gobbled them up.” (CONTINUED ON PAGE 74) 
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This Pattern Portrait is particularly appropriate to 
launch our presentation of next season’s styles. It embodies 
several features for which men will be looking come next 
fall and winter. First, it’s a classic example of the easy- 
going Chukka boot for which unprecedented volume is pre- 
dicted. It is a genuine hand-sewn moccasin and features 
a squared toe, buckle and strap, all increasingly important 
fashion details. Completely unlined, it’s soft, flexible and 
comfortable as only a genuine moccasin can be. Finally, 
it is made of plushy reversed leather in the popular Loden 
green, set off with white hand-sewing on its vamp and a 
white welt stitch. From Mosher Moccasin Company, Inc. 














TAPESTRY TONES 


“Basic and promotional colors for 
the coming season will derive from 
the Tapestry Tones . .. soft and 
muted; rich without brilliance; sub- 
tle yet strong.” 
DORIS WESTON, Fashion Director, PPSSA 
HELEN JOSEPH, Shoe Fashion Dir., PPSSA 


Top: softly rolled collar and topline. Con- 
trast of colors or textures gives added in- 
terest—spat effect. 

Center: Combination of textures and inte- 
grated decorative trim, triple needle pump. 
Important After-Five shoe. 


Open shank gives wide opportunity for di- 
versity of interpretation in leathers or ma- 
terials, trim. 


Gala, opened up sling . . . a natural for 
luster leathers, gold kid or brocaded, tex- 
tured fabrics. 
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Fall Shoe Color Motif .... 


FTER many discussions and meetings of the vari- 
ous PPSSA Style Committee Chairmen, together 
with fashion authorities, Doris Weston and 

Helen Joseph, the following basic fashion premise was 
recognized and underscored: “The American woman is 
looking for assurance of good taste, translated through 
the season’s fashion theme, to each individual person- 
ality.” A strong factor in this trend to the quality look 
in apparel and shoes will be the TAPESTRY TONES 
and textures in leathers, fabrics and colors. 

Highlights in the various categories included: COL- 
ORS: Browns—tremendously important—Gold Browns, 
Clear Medium Browns, Taupey Browns, Red Browns, 
Dark Browns. Strong promotional interest in browned- 
reds for next fall; blue reds for high fashion. Clearer 
greens for dress shoes; blackened green for sports and 
flats. The pale shoe has excellent potentials for the next 
season ... off white and light taupes to complement the 
increasingly popular winter white trend in apparel. 

As far as SILHOUETTE in shoes is concerned, pumps 
are expected to once again dominate the fashion picture. 
Detailing and trim will often be an integrated feature 
of the shoe . .. draping, pleating, overlays, inserts. 
Tailored types will be increasingly important . . . ties, 
spectator types. 

The consumer shows no inclination to abandon the 
pointed last. Double needles are big volume and, as a 
further development, triple needles are slated for strong 
promotion next fall, at all price levels. The squared 

(CONTINUED ON PAGE 102) 
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bS kK, SHOE DRAWINGS 
by ELLY NORDEN 
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Top: increased acceptance of nylon velvet 
and suede anticipated in children’s shoes 
... fixed or swivel straps. 


Center: Ties will continue to be important. 
Especially adaptable to the unlined, perfed 
styles... and different heels. 


\ 
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Left: opened up look—achieved through “SS 
cut-outs, slashes (actual or illusion with 

vinyl) ... important heel. 

Right: stacked heel, color contrast and 

leather or combinations of leather and 

fabrics, plus tie. Interesting Spectator. 


aS cae 5? 
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PPSSA Sees A Good Year 


ESPITE the adverse weather conditions which 

severely affected early spring retail sales, 

volume distributors of footwear are continu- 
ing to plan for sales increases in 1960. They expect 
the 24th Popular Price Shoe Show of America, May 
1 to 5, to play a vital roll in providing the industry 
with the ideas and the merchandise with which to 
accomplish that goal. 

Major factors affecting the national economy are 
distinctly on the positive side, in the opinion of 
industry leaders, who see a continuation of high 
level employment and consumer purchasing power. 

These factors, plus the continuing population 
growth, would by themselves indicate good prospects 
for the popular price shoe business. Manufacturers 
and retailers, however, are not expecting merely to 
be carried along by these tides. The shoe industry 
will go all-out to capture increasing consumer atten- 
tion and a larger proportion of the consumer spending. 

This purpose will permeate the Fall and Winter 
PPSSA with its more than 1100 exhibit rooms at 
Hotels New Yorker and Sheraton McAlpin and at 
the New York Trade Show Building. The event is 
under the joint sponsorship and operation of the 
New England Shoe and Leather Association and the 


National Association of Shoe Chain Stores. 
_ The industry’s objectives for the balance of 1960 
will be reflected in several significant ways. 

1. Fashion will be stressed as never before. In the 
apparel market fashion emphasis has shifted tremen- 
dously towards moderate and popular price merchan- 
dise as a result of the dramatically effective promo- 
tional and merchandising programs of stores like 
Ohrbach’s, Macy’s, etc. Astute shoe men are encour- 
aged by this development to move even further and 
faster in the exploitation of fashion. 

2. The quality theme is uppermost in the minds of 
both retailers and manufacturers. This will be exem- 
plified in the use of better shoe making materials, finer 
detailing, and improved construction. 

3. New stores and departments to be opened this 
year by volume distributions will contribute an all-time 
record total of additional shoe sales. The popular price 
shoe industry has led in sensing the necessity for im- 
proving the distribution of shoes, making them more 
available to convenient shopping and presenting them 
more attractively. 

All of these factors will contribute to the vitality 
of the 24th PPSSA as an important buying event. 

In planning its educational programs, PPSSA will 


Bigger Share of Market 


by ALFRED L. MORSE 


President, National Association of Shoe Chain Stores 
Co-Chairman, Popular Price Shoe Show of America 


EBRUARY and early March retail shoe sales 

were severely affected by record-breaking winter 

weather in many areas of the country. Neverthe- 
less, shoe stores and departments did fairly well and 
company plans for achieving sales increases in 1960 
have not been modified. Gains of at least five per cent 
are being projected and buying plans established to 
achieve such increases. 

At this writing the major economic sign-posts con- 
tinue quite favorable. While the sales of automobiles 
will probably not run over seven million, as was pre- 
dicted by some, it certainly looks like a six and one- 
half million car year and that assures excellent em- 
ployment and high level purchases of raw materials. 
New residential housing is now figured to be only a 
shade below previous all-time record years. Spending 
by business for plant and equipment is expected to top 
the all-time record of about $37 billion established 
in 1957. 

This is the continuing healthy background against 
which shoe chains and other volume shoe retailers are 
making their plans. Of particular significance is the 

(CONTINUED ON PAGE 90) 
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feature fashion merchandising at its Industry Break- 
fast on Monday, May 2. The principle speech and 
the fashion information are being planned to move 
the industry’s thinking toward greater advances in 
the use of this all-powerful selling tool. Tickets for 
this event at $4.00 each may be obtained from the 
PPSSA office, 51 East 42nd Street, New York 17, N. Y. 

In its promotional activities this spring, PPSSA 
has concentrated on bringing its message to the shoe 
merchandise managers of leading department and 
specialty stores of the country. A six part direct 
mail program was aimed at approximately 500 such 
store officials. It included an analysis of the power 
of popular price shoe lines in the total shoe market- 
ing picture. It emphasized the importance of the 
teenage and back-to-school business, and the fact 
that the popular price market was a natural source 
for such merchandise. PPSSA sent examples of its 
confidential fashion reports to these store officials 
in order to bring home to them the way in which the 
popular price manufacturers were being fashion di- 
rected, and indicating the kind of thinking and ideas 
which would be reflected in their fall lines. The pro- 
gram stimulated a large number of mail inquiries 
from department stores asking for further marketing 
information about popular price shoes. This promo- 
tional program was suggested by a special committee 
headed by A. W. Berkowitz of Songo Shoe Mfg. Corp. 
and W. M. Blackie of Genesco. 

The Popular Price Shoe Show of America is oper- 
ated by show committees of the two sponsoring 


for Popular 
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associations. Francis H. Gleason of J. F. McElwain 
Company is Chairman for the New England Shoe and 
Leather Association, and Alfred L. Morse, Morse Shoe 
Stores, heads the show committee of the National 
Association of Shoe Chain Stores. Other members of 
the Show Committee are: Manuel Alter, A. Freedman 
& Sons, Inc.; Harry A. Bass, Kleven Shoe Sales Co., 
Inc.; A. W. Berkowitz, Songo Shoe Mfg. Corp.; 
L. Howard Karelis, Allen Shoe Co., Inc.; Saul L. Katz, 
Hubbard Shoe Co., Inc.; Myer Saxe, Kesslen Shoe 
Company; Simon Shain, Newbury Shoe Corp.; James 
Shapiro, Consolidated National Shoe Corp.; Sidney 
Spiegel, Bruce Shoe Co., Inc.; C. O. Anderson, G. R. 
Kinney Corp.; William M. Blackie, Genesco; Simon 
Edison, Edison Brothers Stores, Inc.; Morton R. Izen, 
Sears, Roebuck and Co.; I. M. Kay, Berland Shoe Com- 
pany; C. Charles Marran, Spencer Shoe Corp.; Ray- 
mond A. Mills, Endicott Johnson Corp.; Jack M. 
Schiff, Shoe Corporation of America; Milton Simon, 
I. Simon Company, Inc. 

The fashion programs and services of PPSSA are 
planned and approved by Industry Committees that 
are headed by Myer Saxe and M. R. Izen. Alfred L. 
Morse and Wallace J. McGrath are Honorary Chair- 
men. Other members of the Fashion Executive Com- 
mittee are Simon Edison, Raymond A. Mills, Saul L. 
Katz, Sidney Spiegel. 

Maxwell Field, Executive Vice President of NESLA, 
and Edward Atkins, Executive Vice President of 
NASCS, jointly manage PPSSA. 

(CONTINUED ON PAGE 86) 


Price Shoes 


by FRANCIS H. GLEASON 
President, New England Shoe and Leather Association 
Co-Chairman, Popular Price Shoe Show of America 


INETEEN HUNDRED AND FIFTY-NINE was 

a record-breaking year for every segment of 
the shoe industry—manufacturing, wholesal- 
ing and retailing. If we expect 1960 to equal or surpass 
last year, every one connected with footwear sales and 
distribution must exert a maximum effort. 

Last year we produced over 632 million pairs—50 
million pairs above 1958. We must, therefore, temper 
our comparisons of this year with the high volume of 
’59. Production in the first quarter of this year has 
been at reasonably good levels but not in every seg- 
ment of the industry. For example, most women’s dress 
shoe manufacturers have been fairly busy while at 
the same time some men’s dress shoe firms have been 
working on reduced work weeks. 

Retail shoe sales have held up well and although 
final Easter figures will not be available for some time, 
we believe the volume will be gratifying. Continued 
prosperity in this election year appears reasonably 
certain and the aggressive shoe merchant should cer- 
tainly share in this era of good business. 

Last year showed the second highest per capita pro- 
(CONTINUED ON PAGE 90) 
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Men’s Fall and Winter Shoe 


The narrow toe predominates, with lighter, more flexible shoes the 
rule. Slipons are still pushing ahead, wing tips have had a new lease 
of life, but the refined moccasin leads all other styles. Casuals are 
soft and comfortable. High risers will be strong for promotion. 


Manufacturers are offering medallion perforations, wings, heart wings, 


U-vings, diamonds and wings simulated with perforations and stitching. 
Above: clockwise from bottom left, House of Crosby Square, Mid-States 
Shoe Co.; French, Shriner & Urner Mfg. Co.; Edwin Clapp & Son, Inc.; 
Stacy-Adams Co.; Roberts, Johnson & Rand Division, International Shoe Co. 


Below: clockwise from bottom left, W. L. Douglas Shoe Co., Genesco, 
Inc.; Yorktown, Gardiner Shoe Co., Inc.; Endicott Johnson Corp.; Calumet, 


Leverenz Shoe Co.; E. E. Taylor Corp. 


Men’s shoe manufacturers are 
patterning the fall and winter styles 
for 1960 along lines similar to those 
of the same seasons last year. But, 
with the trends already initiated, 
the new styling shows more con- 
fidence, vitality and freedom. 

Several trends dominate the new 
styles. 


Shape, Color and Pattern 

In shape, the narrow toe appears 
to be predominant. In color, the dark 
and medium browns are pushing to 
a position nearly equal to black in 
sales volume. In patterns, the re- 
fined moccasin is far and away the 
leader and, in silhouettes, the three 
and four-eyelet blucher is the pace- 
setter. 


Construction 

Construction-wise, the move to the 
lighter, more flexible shoe has be- 
come a necessity instead of just a 
trend. Smooth leathers will be on 
the increase but the boarded look 
will gain greater prominence. In 
casual wear, the plain-toe blucher 
will lead the moccasin slipon; glove, 
small grained and smooth leathers 
will continue to hold the limelight. 


The Narrow Toe 


The shift to the narrow toe is 
strong and very evident in the 
swing from the full to the narrower, 
trimmer families in the established 
last shapes. 

Three- and four-eyelet bluchers 
will run about 18 per cent ahead of 
the second place conventional five- 
and six-eyelet bluchers in sales. Vy- 
ing for second position are the slip- 
ons, which will get strong promo- 
tion for dress and casual wear. The 
conventional six-eyelet bals will ac- 
count for less than 15 per cent of 
men’s shoe sales. 

Straight tips aren’t in the style 
picture any longer and swirl pat- 





Trends... 


terns are declining steadily. The 
wing tips, however, have been given 
new life with styling that includes 
the heart wings and the diamond 
wings. 


The Refined Moccasin 


Wing tips are running behind the 
plain toes in the pattern parade but 
the refined moccasin is leading 
everything. In both the laced blucher 
and the slipon, the moccasin toe has 
been refined to give a variety of 
effects through the use of the clos- 
ing seam, the California seam, the 
overlay or the stitch-and-turn. 


High Risers—the Right Look 

The high risers, styled to ride 
higher on the instep and show more 
shoe, will be strong promotional 
items. These will be laced, laceless, 
gored or ungored. They will be 
called the “right look” for the styl- 
ish cuffless trousers. This group will 
include the derby-front bluchers and 
bals, the high-tongue slipons and the 
boots. 


Leathers 
Cordovan leather is always a good 
fall item. It will again hold steady 
in 1960. The smooth leathers will 
lead in styling. The refinement of 
the boarded leathers will be carried 
tc a point where it will be difficult 
(CONTINUED ON FOLLOWING PAGE) 


Alpine patterns, overlaid plugs, closing 
seams and overlaid run-arounds all add 
distinctive touches to the refined moccasin 
styling which leads as the choice for fall 
and winter. Above: clockwise from bottom 
left, Florsheim Shoe Co., International; 
French, Shriner & Urner; Nunn-Bush 
Shoe Co.; Edwin Clapp; Stacy-Adams. 


Plain toes will command a prime spot in 
the fashion picture. The smooth leathers 
will predominate and the boarded leathers 
will feature small-print grains. Left: 
clockwise from bottom left, Stetson Shoe 
Co.; E. E. Taylor; Winthrop Shoe Co., 
International; E. E. Taylor. 


Two, three and four-eyelet bluchers rank 
high in the offerings. Also important in 
the moc-toe styling will be the hand- 
stained antiquing to accent the pattern 
lines. Below: clockwise from bottom left, 
Edgerton, Nunn-Bush; Crosby Square; 
Rand; City Club, Peters Sales Division, 
International; Jarman Shoe Co., Genesco. 





The most promotional dress colors this 
fall and winter will be the dark and me- 
dium browns. They will be used exten- 
sively in both slipons and ties. Boarded 
leathers will continue to gain in sales and 
reptile leathers will be used more in com- 
bination with the smooth leathers. Right: 
clockwise from bottom left, French, 
Shriner & Urner; Crosby Square; Weyen- 
berg; Freeman Shoe Corp. 


Restrained use of hardware will mark the 
increasingly popular hand-sewn slipons. 
The hand-sewns will also incorporate neu 
interpretations of Guantone stitching. <A 
few characteristics noticeable on new slip- 
ons are the low mudguards, narrower toes 
and the squared off high-riding tongues. 
Below: clockwise from bottom left, City 
Club; Endicott-Johnson; Winthrop; Jar- 
man; Cole-Haan, E. E, Taylor; Freeman. 


to determine whether a leather is 
boarded or smooth. The large-print 
grains are going out. 


Browns Push Blacks 

The dark brown shades are ex- 
pected to have the edge over the 
medium browns in popularity. Al- 
though the brown shades will get 
strong promotion, black will still 
lead in sales. That lead, however, 
will be narrowed to a few per- 
centage points. 

The fashion color trend in ap- 
parel indicates that the wine-like 
burgundy tones and the olive-based 
or burnished browns will increase in 
popularity. Another fashion color 
will be the muted black-tinged olive. 

Both shadow antiquing and the 
hand-stained look will remain im- 


portant as long as the burnished look 
commands fashion attention. 


The Hand-Sewn Picture 

The acceptance of the hand-sewn 
category for street and _ business 
wear by a large segment of the pop- 
ulation has made it an important 
category for consideration this fall. 
The high-tongue pattern is most 
prevalent in the hand-sewn picture. 
Both the hand-sewn moccasins and 
the guantone styles will be strong 
for the fall and there will be more 
use of shadow toning on the hand- 
stitching to improve the eye appeal. 
In the hand-sewn category there will 
be advances in chukkas, blucher ox- 
fords and gored slipons. 


Casuals 


Casuals for men will be soft and 
comfortable. They will be made of 





Slipons will continue to gain popularity 
for dress wear. Many will feature the 
high-riding tongue which fits into the new 
“mere shoe” look. Designing includes 
cross straps, sabot straps, side and center 
goring, medallion tips and moccasin treat- 
ments. Left: clockwise from bottom left, 
Florsheim; Winthrop; Kingsway, Fried- 
man-Shelby Sales Division, International; 
Edwin Clapp: Weyenberg Shoe Mfg. Co. 


With the Continental styling of men’s ap- 
parel, the appearance of the shoe becomes 
increasingly important. The shorter, cuff- 
less trousers make the town boot an im- 
portant part of the fashionable gentle- 
man’s wardrobe. These boots are offered 
with straps, buckles, goring, side lacing 
and blucher ties. Right: clockwise from 
lower left, Freeman; British Walker, E. 
E. Taylor; Stacy-Adams; Stetson. 


The plain toe slipon will get greater 
emphasis in fall and winter promo- 
tion. In line with the trend to sim- 
ple, clean lines of the narrower shoes 
is the corresponding trend toward 
lighter, more flexible construction. 
Left: left to right, Calumet; Calu- 
met; Endicott Johnson; Douglas. 


Casuals and casual boots will utilize 
brushed, glove and smooth leathers 
in medium and dark brown and in 
the newer olive-tinged black and 
browns. Boots will be shearling and 
nylon-lined for warm comfort. Below: 
clockwise from bottom left, Calumet; 
Calumet; Winthrop; Endicott John- 
son; Calumet; Nunn-Bush. 


glove, small grained and smooth 
leathers and the majority of them 
will be in medium and dark brown 
shades. Black will follow the 
browns; loden green will move to a 
new position of importance. 

There will be a greater use of 
brushed leathers, deerskin and horse- 
hide types in the casuals. The lead- 
ing patterns will be the plain-toe 
blucher, the moccasin slipon, the 
closed-seam moccasin blucher and the 
chukka plain toe in that order. 

The young men will also be wear- 
ing the narrower-toe shoes with 
closer edge trims. Perforations will 
be less ornate. The “more shoe” look 
will be more prevalent with men 
under 25 and therefore the chukka, 
the boot and the high-riding sil- 
houettes will have more importance 
for this group. 





get the new smooth look” 


in casual fashions 


Desertan Leathers 


The neat, bold, smooth look of casual 
wear this season calls for the new look 


of General Split’s Desertan line. 


1. Finer Nap 2. True, Vibrant Color 3. Better Temper 


Smoother to touch and Colors that sing — a change Leathers that always 
see — less shag — from the careless look. Casual look well kept and 
Designed to blend shoe leathers to complement neat while retaining a 
naturally with the new the neat patterns of tomorrow's sporty casual air. 
refinements in Town casual fashions. 

and Country styles. 


& 


Available with Stain-Resistant 
Scotchgard Leather Protector. 


GENERAL SPLIT CORPORATION 


748 WEST VIRGINIA STREET + MILWAUKEE, WISCONSIN 





*These shoes in General's 


No. 116 Currie. World’s Largest Producers of Split Leathers 
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The friendly customer likes to talk—on any subject. If you are not 
careful, you will end up with a delightful conversation and no sale. 


USTOMERS cannot all be treated in the same 

way. Because of differences in personalities and 

backgrounds, different approaches and selling 
methods must be used. In addition to the types of cus- 
tomers described in a previous article*, the following 
are some that you will meet. 

The friendly customer—The ordinary rules of retail- 
ing and selling are tailored to this type of person... 
who reacts favorably to all the suggestions made by 
the average salesperson. She listens carefully to what 
you tell her and is responsive. But this can result in 
a “no sale” and a great loss of time if you are not 
careful. 

This customer can lead you astray easily by the in- 
jection of topics that do not relate to shoes. A friendly 
person likes to talk ... on any topic. 

It is all right to “break the ice’ with a customer, 
but don’t overdo it. You should constantly keep your 
mind on selling shoes. If you encourage this type of 
person, you may end up with a delightful conversation 
and no sale. 


* BOOT AND SHOE RECORDER, February 15, 1960, p. 45. 


April 15, 1960 


by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N.R.M.A. 


In spite of all the talk, you should learn, by asking 
leading questions whenever you have the chance, what 
the customer has in mind and how you can supply her 
needs. Even though it may be hard to lead the con- 
versation to shoes, you should be friendly and bring 
in shoes and what the customer is looking for, when- 
ever you have the chance. You should try to get the 
customer to concentrate on buying shoes rather than 
on friendly chit-chat. But you must do this without 
making her feel that you are not interested in her con- 
versation. 

In other words, try to keep the discussion under 
control, with shoes uppermost in mind. Turn the con- 
versation to some important point that will create 
interest in shoes. You can waste a great deal of time 
with unnecessary talk and even lose a sale if you let 
it continue without ever getting down to business. 
Do not encourage this customer by discussing your 

(CONTINUED ON PAGE 90) 
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Upgraded Polishes Are Worth 


Top: White polishes are offered in bottles, 
jars and tubes. Illustrated: Nuba-Wax, Oil- 
Kraft, Inc.; Esquire, Knomark Mfg. Co.; 
Hoffco, Harri Hoffmann Co.; Kiwi Polish 
Co.; Cavalier Company; Hollywood Shoe 
Polish Co.; Properts, Salomon & Phillips 
Co.; Griffin, Boyle-Midway, Inc. 


Right: Waxes, dyes and dressings are bot- 
tled and feature applicators designed for 
easy use. Illustrated: Zoes, C. A. Zoes Mfg. 
Co., Inc., Esquire; Cavalier; Esquire; Grif- 


fin. 


Below: Tins are still basic for polishes and 
saddle soaps. The newest innovation is the 
tin with dauber and cloth. Illustrated: 
Griffin; Propert’s; Fiebing’s, Fiebing Chem- 
ical Co.; Esquire; Kiwi; Johnson’s, John- 
son’s Wax. 


EGIN with a large, varied 
stock of shoe polishes and 
dressings and add attractive 
displays. Now mix in a little extra 
work and you may end up with a 
$4,000-a-year business. That’s the 
recipe Charles E. Bilstein uses at 
Jimmie’s Shoe Shop, Golden, Colo. 
But Mr. Bilstein isn’t alone in his 
attempts to build sales volume in 
polishes, dressings and other related 
items. The Graham Shoe Company, 
Boston, uses several attractive dis- 
plays to prompt enough impulse buy- 
ing of polish to cover the store’s 


monthly telephone bill, toll calls 
included. 

Gift coupons good for a 50-cent 
polish entice new residents into 
Joy’s Footwear, Inc., St. Louis. The 
gift offer creates goodwill and 
boosts the sales volume in shoes and 
polishes. 

By selling polish from the fitting 
stool, employees at Smith Shoes, De- 
catur, Ga., are able to use the pol- 
ishes and dressings to clinch shoe 
sales. 

Polish manufacturers claim that 
their products can build repeat shoe 
sales and customer confidence if 
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they’re handled properly. They say 
the shoe store and the shoe sales- ‘ P| SUEDE 
men get the credit when they recom- 
mend a shoe care treatment that re- 
sults in longer-wearing, _ better- 
looking shoes. 
Manufacturers maintain a contin- 
uing program of research and devel- 
opment to supply the retailer with 
products the customer needs in pack- 
ages that attract the customer’s eye. 


Some of the new and improved polishes sell for as much as a dollar and 


related items bring even more. Manufacturers offer many promotion helps. 


Above: Spray cans end dirty fingers and 
boost specialty items. Illustrated: Patent 
Sparkle; Lady Esquire kit; Penny Shoe 
Shine, Turtle Wax-Plastone Co.; Hoffco; 
Lustrefoam; Cavalier; Griffin; Cavalier; 


Zoes; Kiwi. 


Left; Silicone treatments for waterproofing 
shoes are gaining popularity. Illustrated: 
Fiebing’s; Zoes; Shoe Saver, Dow Corning 
Corp.; Gard, Gard Industries, Inc.; Shoe 
Saver. 


Bottom: A _ variety of special items in- 
clude: Leather Balm, Cavalier; Shoe- 
Stretch, Crocker Industries, Inc.; Leather 
Conditioner, Kiwi; medicated foot spray, 
Cavalier; squeeze-bottle polish, Johnson’s 
Wax; and tubed shoe cream, Meltonian, 
Salomon & Phillips. 


Shoe polishes and dressings come in 
tins, tubes, spray cans, bottles, 
squeeze bottles and jars. They are 
designed for all of the latest colors 
and the newest tannages. 

In developing the new and im- 
proved products, manufacturers have : 
also upgraded their product. Instead > *Tatwina #°0 
of paying 15 cents for a tin of pol- ‘ =. : oe for FE 
ish, a customer now pays up to $1. 
Related items, like medicated foot 
sprays and waterproofings, cost even 
more. Higher price products bring 
a higher return per unit to the 
retailer. 

(CONTINUED ON PAGE 93) 
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The SOV... 


a Home and Abroad 
portrayal of the new 
look of the sixties... 

a fashion evolution 
from the dressy vogue 
to free and easy open- 
ness in a tailored shoe. 
18/8 heel. Crafted in 
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#370 Bombay 

available, too, in #3308 

Bone, #382 Celadon 

and White... by 

H.& A. Shoe Corporation 
New York 1 





E. Hubschman & Sons Division 
of Gera Corporation 

Philadelphia 23, Fashion Office: 
261 Fifth Avenue, New York 16 
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Lustig’s Remodels Branch 


Sixty year old Youngstown, Ohio, chain marks its anniversary with a 


complete revamping and enlarging of first branch store opened in 1949. 


USTIG’S, a seven store chain in Youngstown, Ohio, 
has reopened its first branch store at 2622 
Market St., following a $60,000 expansion which 

doubled the size of the store. The firm marks its 60th 
anniversary this year. 

The enlarged store now has a 45 foot frontage and 
contains 7200 square feet of which 60 per cent is de- 
voted to selling. The facade is of green ceramic tile 
with four display windows framed in stainless steel. 
They are a suspended type with bulkheads and have 
California redwood backgrounds. The lobby is ter- 
razzo. 


The interior is air conditioned. The entrance is of 


by MARGARET F. McLAUGHLIN 


mottled beige tile inset with brass and the carpeting 
is olive green. The women’s section has wallpaper of 
japanese white parchment combined with driftwood 
gold while the children’s is decorated with a circus 
motif. The men’s section is paneled in oak. A town 
and country decor is accented with wicker and 
wrought iron furniture and brass lighting fixtures. 
Colors used are tangerine, gold and loden green. The 
wall display cases are lined with translucent plastic 
with concealed fluorescent lighting. Hosiery and hand- 
bags are sold at a combination wrap desk and display 
case. 

Lustig’s offers charge account service to 38,000 cus- 
tomers and gives GEM coupons. Tom Welsh is the 
manager assisted by a staff of six sales people. Mer- 
chandising is through the downtown store. The stock 
includes moderately priced shoes plus the addition of 
a new line, Red Cross. House slippers and work shoes 
are also sold. The stock contains 33,000 pairs. 


Above: wicker and wrought iron furniture accents a town 
and country atmosphere in the expanded branch, recently re- 
opened. Handbags and hosiery are displayed at the front 
of the store in a combination display case and wrapping 


desk. 


Left: white parchment and driftwood gold wallpaper are 
used in the women’s section. The children’s section at the 
rear is decorated with a circus motif. 





What About 
Pairage Sales in 1959? 


If shoe sales and production were both at record high levels 


in 1959, why are retailers’ orders for new stock so slow? The 


explanation is probably that, contrary to industry belief, 
output for 1959 was substantially greater than sales at retail. 


by EDWARD L. 
Tanners’ Council 
of America 


Formerly Economist, 


HE shoe and leather indus- 

tries are pretty well convinced 

that 1959 shoe volume at re- 
tail was at a record high level—al- 
most equal to the 632 million pairs 
produced. Having this belief, both 
industries are naturally puzzled at 
the evident in retailers’ 
orders for new stock. But the expla- 
nation for this lack of vigor in new 
business does not lie in any mysteri- 
ability of the retail trade to 
operate from empty shelves. It lies, 
1 believe, in the fact that output in 
1959 was substantially 
greater than sales at retail. The shoe 
and leather industries, it would ap- 
pear, have been laboring under a 
No wonder they 


slowness 


ous 


probably 


misapprehension. 
have been puzzled. 
What the basis was for the as- 
sumption that retail volume was so 
good in 1959 is difficult to under- 
stand. To the best of my knowledge 
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there are no data whatsoever which 
can possibly support such a view or 
even be distorted into demonstrating 
that 1959 retail volume was signifi- 
cantly greater than 1958. Wishful 
thinking, I’m afraid, has been sub- 
stituted for a calm appraisal of the 
existing sales information. 

What information is available? 
The only data that anyone has for 
judging the health of 1959 shoe sales 
at retail are: 

1. Department of Commerce 
figures on shoe store dollar volume. 

2. Federal Reserve Board data on 
department store sales by depart- 
ment. 

3. Department of Commerce data 
on average factory value per pair of 
shoes shipped. 

4. The Consumer Price Index for 
footwear. 

I have chain 
store data the 
several major chains since these are 
included in the Department of Com- 
There are no 


mentioned the 
available by 


not 
made 


merce shoe store data. 
other data! If these available statis- 
tical] have measuring 
value at all, then they can only be 
interpreted to mean that retail pair- 
age sales in 1959 were only just 
about equal to sales in 1958. If they 
have no value, then there is no basis 
for measuring 1959 conditions ex- 
cept hunch, hearsay, and hope. 

Now let us look at these several 
bits of information and what 
they show. 

1. Dollar volume of retail shoe 
stores in 1959 5.1% greater 
than in 1958. 

2. Department store dollar volume 
showed the following gains over 
1958: 

(a) Upstairs 

Men’s & Boys’ 
Women’s & Children’s. 


series any 


see 


was 


+4% 


Women’s 
Children’s -2% 

(b) Basement 13 O% 

A fair estimate for all depart- 
ments combined would not place the 
gain over 1958 at more than 4%. 

3. The average factory value per 
pair of shoes shipped in 1959 ($3.78) 
was 6.5% higher than in 1958 
($3.55) . 

4, The Consumer Price Index of 
footwear in 1959 (135.2) was 4.2% 
higher than in 1958 (129.8). 

Based on the above, it would ap- 
pear that dollar volume in 1959 was, 
at best, not more than 5° ahead of 
1958. It is assumed that shoe sales 
by mail order houses, clothing stores, 
and the like followed the same pat- 
tern as the rest of the retail shoe 
trade. 


ae 
tT oO% 


If the increase in retail shoe prices 
shown by the Consumer Price Index 
(4.2%) is the factor for 
adjusting dollar gains to a pairage 
then 1959 pairage was less 
than 1°, better than in 1958. If, on 
the other hand, the increase in the 
average factory value per pair is 
used (6.5%) then there apparently 
were fewer pairs sold in 1959 than 
in 1958. In this respect it should be 
noted that the average factory value 
per pair is usually considered a bet- 
ter measure of consumer buying 
practices than is the Consumer Price 
Index. The C.P.I. reflects price 
changes only, whereas average fac- 
tory value also reflects changes in the 
make-up of the product mix. In any 
event, the 1959 gain in dollar volume 
can be accounted for by the prevail- 
ing higher price level. Pairage sales 
in 1959 could not have been much, 
if any, greater than in 1958. 


What 1958 pairage sales were is 
another question. It is doubtful, 
(CONTINUED ON PAGE 81) 
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BOOTS BY DESCO | 


INDUSTRY DESCO’S Pp F , 
CARPET... 


enjoy Desco’s already famous 


HAWAIIAN LUAU 


Beautiful Hawaiian native girls serving 
exotic island foods and modelling our 
exciting casual styles... refreshments 
from breakfast through cocktail hour. 


209 WEST 33rd ST. INN. Y. 


(opposite Penn Station) 





Why not drop 
in to see us? 
It may be your 
lucky day! 


Southeastern Shoe Travelers, Inc., 4/24- 5/8-11, Dallas, Adolphus. 
27, Atlanta. Indiana Shoe Travelers Assn., Inc., 5/8-11, 


WE HOPE YOU CAN COME Shoe Market of America, 5/1-4, St. Louis. Indianapolis, Claypool. 


Sheraton-Jefferson, Rooms 450, 452. Pennsylvania Shoe Travelers Assn.. Inc., 


— IF YOU CAN’T, SEE THE Northwest Shoe Travelers. Inc., 5/1-4. St. 5/15-18, Pittsburgh. 


Paul. St. Paul Hotel. Boston Shoe Travelers Assn., 5/15-18. 


SHOES THE ENTIRE INDUS- lowa Shoe Travelers Assn.. Inec., 5/7-9, Boston, Parker House. 
Des Moines West Coast Shoe Travelers Associates, 


TRY IS TALKING ABOUT Pacific Northwest Shoe Travelers, 5/7-10,  5/15-18, Los Angeles, Ainemiiide. 
AT THE REGIONAL SHOWS. Seattle. New Washington. Michigan Shoe Travelers Club, 5/22-24, 


Ohio Shoe Travelers Club, 5/8-10, Colum- — Detroit, Statler-Hilton. 
bus. Masta’s Shoe Show, Philadelphia, Benja- 
Southwestern Shoe Travelers Assn., Inc...) min Franklin. 


REVELATIONS® DESCO BOOTS THRILLMATES* DESCO DEBS DARLIN’S 


DESCO SHOE CORPORATION 


by Rex Shoe Co. Inc. (a subsiduary) 


April 15, 1960 








Reigning supreme in fall footwear—Pigmillion Pig- 
skin —just about the nicest thing that ever happened 
to a pair of shoes. The plush texture is as soft as 
velvet... a perfect partner for the bold and brilliant 
colorings. And now, this lush leather is treated with 
SCOTCHGARD* Leather Protector to scoff at water 
spots, surface dirt and stains. Completely washable 
and cleanable, too. . . it retains its sparkling newness 


day in, day out! Small wonder it’s the first choice of 


*SCOTCHGARD is a Reg. T.M. of 3M Co. 


What wonderful leather were having 


the nation’s top shoe stylists. For names of manufac- 
turers who offer Pigmillion Pigskin styles, write to: 


PIGSKIN 
ei 

| lal 

KRAUSE SP 

MICHIGAN As 


PIGMILLION 


HAUS OF 
ROCKFORD, 


+ Styles by Sylvie Hamilton Gallagher, fashion consultant to Haus of Krause. 





“SCOTCHGARD” Brand Leather Protector makes 
all weather wonderful... rain, snow, sunshine... for 
Pigmillion Pigskin. This amazing fluorochemical is 
tanned right into such leathers as brushed pigskin, 
buckskin, cowhide splits. The shoes resist watery 
spills and perspiration. They wash clean with a brush 
and suds. Keep their shape and fit while wet—and 


after drying, too. What’s more, soil whisks away. And 


What wonderful weather we're having 


colors stay lastingly fresh. For details, write 3M, 


Dept. KBA-40... and refresh your sales this fall with 
Pur 


OTCHGARD 


LEATHER PROTECTOR 


© 1960 3 
"“SCOTCHGARD” IS A REG. T.M. OF 3M CO., ST. PAUL 6, MINN © 1960 3M CO 


—N 
Minnssorma [fining ano Jffanuracturine company _ 
«+. WHERE RESEARCH IS THE KEY TO TOMORROW Sy 
> 


Li ) 





PROFIT-WISE BUYERS KNOW: 


Tis 
Is 
just 


bowl 
of 


A buyers’ life is pure joy when he joins i 


forces with Golo. Our new line for Fall 1960 is destined more 
than ever to cater to your fashion-alert customers...and the gay, casual life they love to lead. See you 
during the PPSSA, from May Ist through May 5th, in our own showrooms. Open all day, Sunday, too! 
Golo Footwear Corporation, Suite925, Empire State Bldg., N.Y.=£ Golo Galas = Gololites s Golos = Goloboots. 
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BUSINESS 
OPPORTUNITIES 


-S 





Stores—Miscellanec 





Printing Plants and Machinery 


Luncheonette-Stationery Stores 





Beauty and Barber Shops Laundry-Cleaning Stores 





OFFSET PLATEMAKING 
OPPORTUNITY 


medium size litho- 


WHY BUILD 


BEAUTY PARLOR. Desirabie store 
A COIN ©P LAUNDRY? 


available for June 1 occupancy 
heart of 2,025 family, middle-income, 
Castle Hill Housing Devélopment, Castle 
Hil Avenue, Bronx. This wer'-~ 

am - * 








coe ee 
grap firm will rent space 
platemaking equipmer’ *- 


erm 
4 


636 11 AVE 

I- i 
Many printe 
missed out o 
have failed tq 
their plants 

DON 


of your own 
prices now. 

Ual and “we 
code of ethics 
tives, Wa: 


MILTO 


Ine 


uyn, NE 8-4701. 
8 EXCEL BUY 
0, cash $17,000 
000; cash 


style 1707 
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Drawing made from a 
photograph of the feet 
of a 60 year old woman. 


by 


DR. MORTON H. WALKER 
Podiatrist-Chiropodist 


HAMMER TOE 
A Common Foot Malady 


Hammer toe is one of man’s most painful foot ailments. It is 


Because of the structural changes 
in the muscles, bones and ligaments, 
mechanical means are seldom a treat- 
ment of choice in correcting a ham- 
mer toe. Only in mild cases do doc- 
tors try manipulation and splinting. 
Even then it may take many months 
for the patient to see signs of suc- 
cess. Metal splints are used some- 
what. The patient wears a small 
spoon-shaped splint attached to the 
toe with a rubber band by day, and 
he removes it at night and stretches 
the contracted toe parts as much as 
possible manually. Instead of a toe 
splint, one may use an adhesive plas- 
ter dressing, or if two toes are in- 
volved, an insole of leather and metal 
to which the toes can be fastened 
by tape. 


caused by short stockings, short shoes or extremely pointed toes. 
The shoe fitter must fit this type of foot with extreme caution. 


LSIE COLLINS was at a 

dance with her new date. She 

wanted desperately to make 
a good impression so that he would 
ask her out again. But Elsie ap- 
peared to be acting as if she wasn't 
paying attention to her beau’s con- 
versation. She kept asking him to 
repeat what he had said. He looked 
at her quizzically, wondering if 
either she was hard of hearing or 
if his company bored her. 

In truth, Elsie’s problem was just 
plain sore feet. Her corns on top of 
her hammer toes pained her so much 
while he danced her around the floor 
that she couldn’t keep her mind on 
the conversation. Elsie wouldn’t 
have lost this boy’s attentions if she 
had taken the time to be fitted into 
her new pointed-toe dancing shoes 
with care or had spent a few min- 
utes in the examining room of a 
foot doctor. 

A hammer toe can be one of the 
most painful foot ailments that man 
can inflict upon himself. It is a toe 
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deformity that may affect the sec- 
ond, third or fourth toes. The lesser 
that are divided into three 
bones each bend upward and then 
downward in a sickle-shape, so that 
the tip of the toe strikes the ground 
like a hammer at one moment in 
our stride. The acute angle that is 
formed at the top of the curve of 
the sickle may develop a_ severely 
inflamed corn or a bursitis. 

This distortion of the toe is caused 
by wearing short stockings, short 
shoes or extremely pointed - toed 
shoes for long periods of time. Peo- 
ple may also be born with this de- 
fect, but the self-inflicted variety is 
more common. The second toe is 
most often seen to acquire a ham- 
mer toe. This may be explained by 
the fact that the second toe is often 
the longest and, as such, is more 
subject to pressures from. short 
stockings and shoes than the other 
toes. That is why, in these cases, 
we often see the condition on both 
feet. 


toes 


It is obvious that in severe cases 
this procedure is useless. People suf- 
fering from hammer toe are often 
grateful for the relief they can get 
on a surgeon’s table in five minutes. 
The foot surgeon does not remove 
the toe. A small wedge of bone is 
taken out of the joint so that the 
toe may be straightened. The toe is 
kept in a corrected position by a 
small splint until bony union takes 
place in a few weeks. This is what 
Elsie Collins should have had done 
before she went to that dance. 

The shoe fitter who takes it upon 
himself to fit feet afflicted with ham- 
mer toes should consider two main 
factors: the pressure on the top of 
the foot and the pressure on the 
ball of the foot where the involved 
toe meets the metatarsal bone. The 
shoe fittter must be sure to do all 
that is possible to aid the correct 
distribution of weight during gait, 
since the hammer toe makes weight 
distribution faulty. He must avoid 

(CONTINUED ON PAGE 104) 
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Clothes, Tools of the Trade 
by IRIS B. BUAKEN 


“IN SELLING, clothes are the tools of the trade,” 
claims Len E. Cox, manager of Livingstone’s Shoe Co., 
Helena, Mont. 

Mr. Cox firmly believes that the way a salesman 
dresses influences his success or failure in selling. He 
said, “You wouldn’t have confidence in a plumber or 
carpenter who came to work without the best equip- 
ment. The same holds true for a shoe salesman who 
hopes to sell high-style women’s shoes. The customer 
who buys these items is dress-conscious and she will, 
consciously or unconsciously, reject the salesman who 
fails to respect his goods and his customer by neglect- 
ing to dress up to them. 

“It’s a problem to get competent shce salesmen 
these days,” continued Mr. Cox. “A young man, just 
out of high school, expects to start financially where 
the veterans left off. And then, he comes to work in a 
sloppy-joe outfit which reflects his true thinking toward 
the job,” added the shoeman. 

Well, suppose that’s the only outfit he can afford? 

“If such a young man,” answered the well-dressed 
manager, “spends the money to buy efficient tools for 
his business—a half dozen quality suits with thought- 
fully chosen accessories—I can promise his thinking 
will undergo a creative deepening. Within weeks he'll 
so improve his selling, the clothes will pay for them- 
selves.” 

Mr. Cox feels that when you sell high-style shoes 
you sell status rather than footwear. He said, ‘‘When 
I see a shoe salesman who spends 45 minutes showing 
a woman every shoe in the store, I know I’m looking 
at an inefficient salesman, not a difficult customer. 
There are mighty few customers I can’t figure out in 
a few minutes with a few well-placed, tactful ques- 
tions. And I can sell her one or more pairs of shoes 
in a few minutes. That customer will be back with a 
friend or two. The other walks from the store dis- 
gruntled, and never comes back.” 

“I’m nearing fifty,” he said, “and I started when I 
After I was 
graduated from high school, the clothing merchant 
across the street said, ‘Len, how would you like to 
come to work for me? I know you can sell; I’ve watched 
you work. I’ll pay you well so you can buy a number 
of first class suits. I want you never to wear the same 
suit two days in succession and I want you to keep 


| yourself immaculate.’ 


“IT agreed. And from that time on, I have been 


| aware of the creative influence the habit of being well- 
| dressed has on one’s thinking. 


“T see this influence at work in the store. I never 
take first ‘pitch’ at the customers. The four men on 
the floor always have first chance. Yet there is a mag- 
My sales 
are always the highest on the staff and, of course, 
much of my time is spent in other work such as buy- 
ing trips, planning displays and trimming windows.” 

Livingstone’s Shoe Company, Sixth St. and Last 
Chance Gulch, is owned by Neil C. Livingstone, a man 
with 45 years of shoe business experience. It is a 
family store with a stock invoice of $100,000. 
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TAKE YOUR PICK... 
they’re yours for REE! 


gtr 


While they last, we will supply either 
of these silent salesmen, at no cost, to 
merchants who order 72 pairs of any 
Tingley Rubbers or Boots before 
August Ist. These attractive, portable 
fixtures will sell many extra pairs of 
rubber footwear for you. 


Tingley’s S-T-R-E-T-C-H — 1 size fits 4 
shoe sizes. You give everybody a better 
fit with 14 the inventory. 


They make a perfect tie-in with our advertising in 


LIFE, SATURDAY EVENING POST, 
PARENTS’ and twelve Farm Magazines. 


If you are crowded, this new 
fixture, only 15 inches wide, 
is just what you’re looking for. 


,\08 
on BO Re OFF ABA 
ao WEN VERSE © 7 


QHAN 


TINGLEY RUBBER CORPORATION 903 Ross Street, Rahway, N.J. 


Send me new catalog, price list and name of nearest Tingley distributor. 


Phone or write the nearest Tingley Name ___ 
Distributor. There is one near you, 


but if you don’t know him, write us: Address ___ 


Ate 
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Alexander’s doesn’t carry branded 
They buy from some of the 
and highest quality manufac- 
turers and have developed their own 
brand names. They have promoted 
them so extensively that customers 
just naturally come in and ask for 
by those brand names. Foot- 
for instance, are the chil- 
shoes they ask for and buy, 
knowing they will get a four-way 
check: gait, walking, fitting, posture. 
“We feel that if we get them early,’ 

says Phil, ‘and fit them well, both 
parents and child will be satisfied 
and we will have made a life-long 


lines. 


best 


shoes 
Guiders, 
dren’s 


stomer. 

As merchandise 
Hollander all 
partments—Women’s Regency Salon 
(high fashion) ; women’s budget de- 
partment; children’s Foot - Guider 
shoes; children’s budget department; 
slippers, casuals and rubber footwear 
department. ago, they 
added a men’s shoe department and 
the progress in that department has 
been phenomenal. There is full fit- 


cus 
Phil 


de- 


manager, 


coordinates shoe 


Two years 


ting service in the upstairs cepart- 
ments, self-selection in the budget 
departments. Five buyers are respon- 
sible for the shoe operation. 

Phil proudly acknowledges: “I am 
an Alexander product.” He started 
with them in their training program 
in 1948, when he came out of the 
U. S. Army Signal Corps. He became 
enthusiastic about retailing he 
decided that if that was going to be 
his he might just well 
learn as much about it as he could. 
So he attended courses at New York 
University and received his Master’s 
degree in Retailing in ’49. That edu- 
cation, together with the practical 
training at the store, gave him an 
all-around, wonderful foundation for 
successful merchandising. At that 
he became assistant buyer and, 
later, buyer for the budget 
He held that posi- 
tion for five and then was 
moved upstairs, buyer for the 
high fashion shoe department. Four 
ago merchandise 
manager for all shoe departments. 

The training program continues 
to be an important and vital “must” 
at Alexander’s. Individual buyers 


sO 


career 


as 


time, 
a year 
shoe department. 
years 
as 
became 


years he 


work with trainees, so that they may 
learn as they work. “In the shoe di- 
vision,” Phil, “we make sure 
that the trainees and managers learn 
about foot anatomy, shoe construc- 
tion, selling. Most of the trainees are 
very young. Have never been in the 
shoe business before. And they need 
to learn, in order to be able to talk 
intelligently to the customers. That 
builds confidence. We try to give 
them basic shoe knowledge. All the 
merchandise training goes on on the 
floor. They sell. Do physical work .. . 
pushing stock around. It’s all part 
of the game. We train them in every 
phase, from display to selling, to 
merchandising.” 

In the Fordham store, there are 
about 100 people in the shoe depart- 
ments, in stock and sales. In junior 
executive help, about fifteen people. 
The other three stores have about 
the same proportion. It’s easy to 
understand why so many people are 
needed when you realize that the 
store is open from 10 A.M. to 10 
P.M., six days a week, necessitating 
three shifts. 

The sales staff is almost entirely 

(CONTINUED ON PAGE 76) 
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SHOES FOR BOYS 


4835 — Brown “ 


$395 10 $595 


4180—Brown “ 


Blizzard’ 


leather combat type boot, 


EXCEPT BOOTS 


2887 — Black, scuff tip & foxing, 
unlined quarter, red Biltrite soles, 


B,C, D-5%-8, 8%-4 
4887—Brown, same as 42887 


Resitan”’ 


shoe, natural crepe rubber 
soles, C, D- 10-4 


heavy non-slip rubber 
soles. B, D- 10-4 


2187—Black ‘‘Resitan”’ 
boot, Biltrite soles. 
B-D- 10-4 
4187—Brown, same as 
#2187 


2857—Black, B. F. Goodrich soles 
B,C, D-8%-4 
5857—Dark Oak, same as #2857 


STEP MASTER SHOES INC., GREENUP, ILL. 
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Too Many Moccasins 


ST. LOUIS’ first custom shoemaker, Thomas 
O’Keefe, arrived on the city’s scene 152 years ago. 
Hopeful of plying his trade, he was deterred by the 
fact that the natives were happy with their home- 
made moccasins and fancy eastern imports ... and 
not at all interested in custom-made shoes. So he set 
up an Indian trading post and waited for the town 
to grow. 

By 1812 circumstances were such as to warrant the 
opening of a shoe shop and O’Keefe made his own 
lasts and patterns while using leather and findings 
brought in from Boston and Philadelphia. By the time 
he died, in 1840, he was operating a combination shoe 
store and factory. It was mechanized with a sewing 
machine and staffed with a group of shoemakers, each 
with his own bench... each cutting, fitting and mak- 
ing complete shoes. 

Vast mechanized changes have come about since 
O’Keefe’s day. But it is a matter of unique St. Louis 
pride that one of the industry’s number, Brauer Bros. 
Shoe Company, established in 1898, was founded by 
a grandson of O’Keefe, A. J. Brauer, Sr., now retired. 

It’s fairly well known that a Mohammedan takes off 
his shoes before he goes into a mosque to pray. How- 
ever, he also takes them off when the hour of prayer 
arrives and he isn’t near a house of worship. Even if 
he is all alone in the vast Sahara Desert, it’s the re- 
ligious rule of the Mohammedan that he bare his feet 
before he starts to pray. 


... THESE AND 
MANY OTHER 


SHOES FOR BOYS AND GIRLS 


ROOM 310 
HOTEL STATLER 


during the 


St. Louis Shoe Show 
ALSO 


af Regional, Shows across the country 
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S@Meaitr 


SHOES FOR 


2523—Black Nylon 
velvet, patent over- 
lay, pearl ornaments 
C, D-8%-12, 

12%-4 


2512—Black patent, 
bow with pearl 
button B, C, D- 
8%-12, 12%-4 


2632—Black, Bonwelt Neolite 
soles. B, C, D- 8%-12; 

A, B, C-12%-4 
4632—Brown, same 

as #2632 

8632—Red, same 

as 2632 


2666—Black & white, 
Bonwelt, 12-iron Avon 
embossed soles, 

.. C, D-8%-12; 
A,B,C, D-12%-4 


$395 10 $595 


SUB-TEENS 


2830—Smooth black, 
leather soles 
B-5%-8:C,D-4-8 @& 
4830—Brown, same : 
as #2830 

8830—Red, 

same as 


2556—Black patent, large 
rome bow, po trim 

C, D-8%-12 
h B, C-12%-4 


2534—Black patent, 
plastic bow, pearl 
ornament 


2545—Black patent, 
plastic bow, silvered trim. 
B, C, D- 8%-12; 

A, B, C-12%-4 


2547—Black pyenanen, 
B * 8; C, 

B, C, D-84- 02 72 %.4 
8547— Red, same 
as #2547 


7692—Dark grey Nylon suede, 
Bonwelt black crepe soles 
and midsoles, 

B,C, D-8%-4 

8692—Red same 

as #7692 - 


1667—All black, Bonwelt 
12-iron Avon embossed 
soles, B, C, D-5%-8; 


IiNC., 


GREENUP, 


iLL. 
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distaff, in the shoe department, even 
in the men’s shoe department. In the 
children’s shoe department, there are 
women sales clerks and a male fitting 
supervisor, who has the final word 
about fitting. There’s a fitting super- 
visor in the women’s shoe depart- 
ment too. He makes sure that every 
customer is taken care of properly 
and checks the fit. The manager of 
the men’s shoe department generally 
checks each sale. 

“You can’t have a high fashion 


department without having Italian 
shoes,” says Phil. “We have done 
very well with Italian lines in wom- 
en’s, men’s and children’s shoes.’”’ He 
is responsible for developing the im- 
port business. Four years ago, he 
made his first trip to Italy. He went 
over on the premise that price would 
be the important consideration and 
came back with fashion instead of 
price because he felt that’s where the 
advantages of imported shoes would 
be .. . Fashion, not price. 

For the past three years he has 
been going to Europe twice a year. 
In October to buy for spring and 
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—— This is where the show really is! 


PD) Core on in 
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SENSATIONAL NEW PATTERNS 
IN STOCK AND FAST MAKE-UPS! 


SEE THE COMPLETE NEW LINE 


ST. LOUIS SHOE SHOW 


STATLER HOTEL — ROOM 322 


/ 


SEE THE ALL NEW 
ALL PROFITABLE LINE 


of high style, low heel shoes 


99 


RETAIL 


P hid - 


MAY 1-4 
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SEATTLE — NEW WASHIN 





ATLANTA — HENRY GRADY HOTEL — APRIL 24-27 
ST. PAUL — ST. PAUL HOTEL — APRIL 30-MAY 3 
DES MOINES — FT. DES MOINES HOTEL — MAY 8-9 
DALLAS — ADOLPHUS HOTEL — MAY 8-11 


LOS ANGELES — ALEXANDRIA HOTEL — MAY 15-18 


Omega Shoe Company 


8129 DELMAR BLVD. + ST. LOUIS 30, MO. + FACTORY: PACIFIC, MISSOURI 


OWINGS: 


GTON HOTEL — MAY 7-10 











summer. Then, in May for fall pur- 
chases. He goes to Florence, Bologna, 
Rome, Vigevano, Milan. He works 
with the designers and manufac- 
turers there. Helps them develop new 
patterns. When the shoes arrive at 
the store, they are high fashion, well 
made and sell successfully in the 
$32.99 bracket. The European trip 
also includes England, France and 
Spain. 

As far as foreign shoemaking is 
concerned, Phil believes that Italy 
has it all over Paris. (Although he 
did have some women’s shoes from 
Paris two years ago and did very 
well with them.) At Alexander’s, 
they have been selling Italian shoes 
for boys patterned on adult styles, 
for the past three years and have 
done a fantastic job with them. They 
also have successfully and profitably 
sold men’s shoes which they im- 
ported from England. Spain, he felt, 
is beginning to count more and more 
as far as women’s shoes are con- 
cerned. It has many potentials, as 
yet unrealized, for being a fashion 
influence. 

Phil has pseudo-style consultants 
at home... Mrs. Hollander for the 
women’s fashions and his five and a 
half year old son for the boys’. Jun- 
ior is all for styles that resemble his 
dad’s .. . whether they are domestic 
or imported. 


Rike’s Plugs Work Shoes 
As Outdoor Season Starts 


DAYTON, O.—Work shoe busi- 
ness showed a sharp upturn in the 
basement work shoe department of 
Rike’s department store during a 
timely spring promotion. 

The promotion, staged over a 
three-day period, was timed to meet 
the needs of hundreds of working 
men in this area getting ready for 
seasonal activities outdoors. The 
promotion also was directed at 
automotive workers, aviation mec- 
hanics, cab drivers, masons, factory 
hands, mechanics, pole climbers, 
truck drivers and utilities workers. 

A factory representative was in 
Rike’s department to demonstrate 
job-fitted work shoes and _ sport 
boots, and assist customers in mak- 
ing the right selection for specific 
jobs. 

Point-of-sale display, newspaper 
advertising and other media helped 
draw shoppers. 
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Step Master Shoes—known for excellent value—have 

discovered that the Pacifate name—and the hang-tag 

that goes with it—gives them a profitable competitive edge. 

Pacifate, the amazing germicidal process by famous Pacific 

Mills, lasts for the life of the shoe, preventing re-infection from Athlete’s 
Foot, retarding foot odors. Pacifate linings also preserve leather from 
drying out and cracking; that means longer wear, greater value. There’s no 
other lining like it: Pacifate is the only shoe lining approved by the 
National Foot Health Council. Add a Pacifate lining to a durable, flexible, 


competitively-priced shoe like Step Master—and you're all set for plus profits! 


), WAMSUTTA/pqerF16 meen tie’. comes 


1430 Broadway, New York 18, N. Y. 
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Inside Shoe Business 


by BILL ROSSI 





“Established” Prices 


In a volatile economy it is impossible to maintain both an 
established price and an established quality of product. 


ANY 
they can and must operate on the basis of an 
“established” price. That is, they believe that 


retailers, and some manufacturers, believe 


their business is built around a certain price or limited 
price range. They believe that such an established price 
cetegory can or should be permanent; and that this price 
category becomes a fixed trade-mark of the store or cem- 
pany. And that to move away from this established price 
places sales and the business in jeopardy. 

This philosophy of business operation is a fallacy, and 
particularly under today’s conditions. In a volatile econ- 
omy it is impossible to maintain at the same time an 
established price and an established quality of product. 
Either the price or the product must change. 

The price of any given brand or quality of shoe is cer- 
tainly higher today than it was five or even three years 
ago. Either the retailer has substituted a lower-priced 
shoe to remain in his “established” category, or he is 
today operating on a new plateau. 

The only way that a traditional or established price can 
be maintained is to downgrade on the quality of the 
product. Obviously, this is how most established prices 
held. 


wherein over the past decade, some 65 per cent of the 


have been We see this in the industry figures, 
total increase in production and sales has been in the 
lower-priced sandals and playshoes. For example, be- 
tween 1948 and 1958, output of women’s dress and work- 
type shoes rose 20 per cent, while output of women’s 
sandals and playshoes rose 66 per cent. 

In the frenzy to remain within “established” prices, 
there has been a substantial and obvious amount of prod- 
uct downgrading. For the prices paid, the consumer is 
still getting a good buy. But the question opens: Had we 
not downgraded to this extent, would we have made and 
sold any fewer shoes? And had we moved away from the 
“established price” philosophy, wouldn’t the retailer and 
manufacturer be realizing a deservedly better profit posi- 
tion? After all, a 40 per cent markup on a $10 shoe is 
twice that of a $5 shoe. And there’s no difference in the 
time, effort and cost of selling either. 

In recent years we've seen important break-aways from 
the tradition-bound philosophy of “established” prices. 
So-called “volume-priced” shoes were only a few years 
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ago those priced at $10 and under. Today they’re closer 
to $15 and under. 

The shoe chains, always psychologically alert to trends 
and consumer attitudes, long ago broke from the “one- 
price” store plan. A one-price shoe store of any kind is 
almost impossible to find today. 

Such “established” mass retailers as Woolworth’s and 
its traditional “five-and-ten” policy were forced to give 
way to a new day. The same with W. T. Grant stores and 
their top price of $1. Today these variety chains carry 
items up in the multiple dollars in price—and they find 
their business prospering greater than ever. 

Today it becomes difficult to maintain even a limited 
price range in shoes—say, in the $4.95 to $6.95 range. 
We're all familiar with how these ranges have been main- 
t2ined—by gradually weighting more at the upper levels. 
less at the lower. But a point is finally reached where. if 
the same quality is to be sustained, the lower price must 
lt washed out altogether, and a new price range estab- 
lished——say, $5.95 to $7.95. 

Nevertheless, many retailers tenaciously cling to the 
“established price” principle. Perhaps they do or don* 
fully realize that when there is rigid adherence to this 
principle, other things about the business must yield. The 
character and quality of the shoes must change. The type 
of clientele changes. And even the over-all character of 
the store changes. 

The “established price” principle is a fallacy because it 
assumes that the consumer never changes—that the same 
consumer pays the same prices despite the change in years 
aud the changes in the economy and the changes in the 
consumer’s own economic status and life. 

As every economist knows, over the past 10-15 years 
there has been a mass consumer upgrading in goods 
bought. Consumers expect to pay more, just as they ex- 
pect to see a gradual rise in their own incomes. We have 
paid so much attention to the higher cost of living that 
we've forgotten the higher level of earning. And, as econ- 
omists point out, the net gain has been strongly in favor 
of earnings rather than in living costs. In terms of the 
final denominator, living standards, the average con- 
sumer is far better off today than he was in 1947 or 1939. 

(CONTINUED ON PAGE 81) 
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THE CONTINENTAL STYLING OF THE POPULAR NEW 


HI-RISER CASUAL 


IS MADE PRACTICAL WITH 





, 











Smart in its simplicity the HI- 
RISER casual is due for instant 
acceptance by the American 
male. On-the-go styling com- 
bines with soft-toe luxury to 











place this recent comer in the 
forefront of masculine popu- 
larity. SHUGOR at the side 
openings provides a stay-on 
fit that makes another brilliant 
shoe design, eminently suited 
to this age of action. 

















THOMAS TAYLOR & SONS 


Hudson, Massachusetts 
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BACK-TALK 

A snappy and 
sophisticated lounging boot 
ideal for those 

cold winter nights— 


break into fall... 


with 


“sof-treds: 


PINWHEEL [Wy casual footwear jt Mi 


The fabulous FOLDED 
FOOTWEAR with 
RIBBED RUBBER 


CREPE SOLES in a riot 

of seasonal colors. 

Packaged in a clear 

3 _—, Vinyl case. 





PETTICOAT 


For MOTHER & DAUGHTER 
Delicate and durable slippers for 
the ladies of the house. 


The Season’s Most Fashionable Colors 
A few of the Exciting New Styles created by 
SYLVIE HAMILTON GALLAGHER 


Fashion coordinator for SOF-TREDS 


Highest quality leathers, vinyls and fabrics in a full range 
of colors and sizes sure to be your IMPULSE SALES LEADER! 
Write today for illustrated brochure! 


See the complete line at the P.P.S.S.A. 
Hotel New Yorker 


May Ist-5th 


AMERICAN FELT SLIPPER CO., INC., Folded Shoe Division rr. iB 
350 FIFTH AVE., NEW YORK 1, N.Y. - SUITE 2512 - PE 6-7767 SS 
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Inside Shoe Business 
(CONTINUED FROM PAGE 78) 


Another fallacy is the belief that 
an established price can be main- 
tained with some permanence in a 
world so rife with change. Price 
stability is impossible in a volatile 
economy. To assume that we can or 
should have “stabilized” shoe prices 
is in effect asking for an economy 
that will no longer grow or change. 

As long as we measure progress 
in terms of a higher living standard, 
we must expect other new and higher 
plateaus—in wages, incomes, costs, 
spending, quantity and quality of 
things owned, and prices, including 
shoe prices. This is the inevitable 
pattern of economic history. If you 
compare, for example, wages, in- 
comes, prices and spending over the 
past three or four generations, you 
note a sharp and steady increase in 
all. But you note an even sharper 
rise in living standards. And, gen- 
eration to generation, the living 
standards rise at a faster rate than 
prices and costs. This is the net gain 
that makes the higher living stand- 
ards possible at all. 


The policy of non-established shoe 
prices is the healthy and normal pat- 
tern. Shifts in price plateaus are 
thus accompanied by maintenance of 
established quality, or improvement 
of quality. 

But something even more impor- 
tant results. When, because of in- 
evitable price shifts, selling is no 
longer concentrated on the feature 
of price alone, but now involves the 
featuring of quality, performance 
values, style, etc., we now begin to 
reach toward a maturity in mer- 
chandising. When selling leans less 
on “price paid” than “performance 
delivered,” we shall see a new plateau 
in the quality and results of our 
merchandising. 

Thus, the sooner we break from 
the “established price” philosophy, 
the sooner we'll get down to the 
business of selling shoes instead of 
price tags. 


What About Pairage Sales? 


(CONTINUED FROM PAGE 64) 


however, if they could have been 
more than 600 million pairs, if that 
large, since the industry until 1959 
never produced that many pairs. But 


if that figure is accepted as a maxi- 
mum, then it is obvious that output 
last year was some 30 million pairs 
greater than sales. Shelves would 
certainly appear to be far from 
empty and there would seem to be no 
reason for being puzzled about the 
slowness of new business from the 
retail trade. 

In conclusion it should be noted 
that estimates of retail pairage sales 
are essentially estimates only of 
sales of shoes produced in the United 
States as measured by the Depart- 
ment of Commerce, Bureau of the 
Budget figures on shoe production. 
A true picture of footwear 
versus supply would have to include 
not only net imports of shoes and 
slippers but also the increasing vol- 
ume of footwear produced outside 
the “shoe industry.” Both these fac- 
tors may have played a part in the 
relatively low level of 1959 pairage. 


sales 


Clare J. Bowler, for 12 years op- 
erator of a shoe store in the Beech- 
wold area of Columbus, O., has 
joined Evans and Schwartz Shoes 
in its downtown store at 479 N. 
High St., Columbus. 
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resilient, 


you can roll it up 


... right in the palm 


of your hand. 


“PAUL BUNYAN” #S1260 


@ Tan heather grain 


@ Moccasin toe 


@ Vul-Cork sole 


Foot-so-Port Shoe Co. 


Div. of 
Musebeck Shoe Co. 


VUL-CORK DIVISION, CAMBRIDGE RUBBER C0., TANEYTOWN, MARYLAND 
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Stepchild 


of the Shoe Industry. a 


HARRY GLUCKMAN 


VERY family, somehow or other, seems to have 
a stepchild. The shoe industry is not to be out- 
done: it has the children’s business. 

There was a time when the children’s business was 
a comparatively stable business. Not so today. Chil- 
dren’s shoe designers work at a mad pace to keep up 
with and even outdo women’s designers. Ornaments, 
varied types of straps, modified toes, pointed toes, 
square to the point that markdowns in the 
children’s business rival those in the women’s. 

And, to add insult to injury, the semi-annual clear- 
ance sales now find customers anticipating their chil- 
dren’s needs. While selecting a pair for current wear, 
mothers look for another pair a half or a whole size 
larger to take care of future growth. This does away 
with the possibility of the merchant selling future shoes 
to this customer at the regular markup. 

In a further comparison with other segments of the 
business, the children’s retailer has the all-important 
job of fitting. Most men and women know the size they 
wear. In fact, they TELL the salesman. The children’s 
salesman, on the other hand, seldom tries on a pair of 
shoes without measuring, not one, but both feet. And 
he should do this twice, once while the child is sitting 
and once while he stands. 

Now while mothers and fathers know very well how 
they like their own feet fitted, they show an entirely 
different side when their children’s feet are being 
measured. One set of parents wants the child fitted for 


toes... 
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The shoe business has shrugged off the re- 


ponsibility of consumer education too long. 


The public must be educated to the value 


of shoes — particularly children’s shoes. 
by HARRY GLUCKMAN 


EDITOR’S NOTE: Harry Gluckman is the owner 
of six children’s shoe stores in the Los Angeles and 
Beverly Hills area. He began his shoe career 37 
years ago as a $20-a-week clerk for Karl’s Shoe 
Stores and remained with that chain 16 years. In 
1939 he opened the first of his Children’s Booterys. 
It was a one-man operation. 

Mr. Gluckman explains the problems that face a 
children’s retailer and suggests a consumer educa- 
tion program to be financed by manufacturers and 
alike. This program, the RECORDER 
recognizes, is not the first educational effort to be 
proposed. But its proposal, like the others, does 
serve to underscore the fact that the shoe industry 
has failed, all through the years, to sell the con- 
sumer on the fact that shoes are worth the price; 
in fact, that shoes are a bargain. 


retailers 


three months, the next set say they want an allowance 
for four to six months’ growth. Still another will leave 
it to the salesman. But heaven help that salesman if, 
in the parents’ opinion, the child outgrows that pair 
too fast. 

A salesman is often asked to fit a child, then allow 
a “thumb’s width” extra for growth. I have yet to 
learn whose thumb is to be used as a standard of mea- 
surement—a midget’s, a woman’s, a man’s... and if so, 
should he be five feet six or six feet five. 

It boils down to this: a children’s shoe fitter must 
be a psychiatrist, a doctor, a pacifier and a diplomat. 

He must be all these things if he is to make a sale 
and be of value to his employer. YET, the children’s 
shoe business does not work on as high a markup as 
the men’s and women’s shoe business. 

Still, the children’s dealer usually has to guarantee 
his employee a higher salary, And, taking into con- 
sideration the hours a children’s shoeman can and does 
do any selling, this adds an additional burden. Most 
selling is done between 10 a.m. and 12 noon and 8 to 
6 p.m. In other words, on five of six weekdays, each 
employee receives a full day’s wages for five hours 
work. 

When we call our customers’ attention to the small 

(CONTINUED ON PAGE 120) 
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VORELLA 


THE 

RIGHT 

DIRECTION 

IN 

LEATHER 

FOR 

HIGH-STYLE 
WOMEN’S SHOES 


TAN-ART DIVISION of 


G. LEVOR & CO., INC. 


Gloversville, N. Y. 
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AUTUMN ROAD 


IN 


COLOR 


[A Bie 
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“{ BY FASHION 





NEW 

> ZIPPER 

STYLES 
s FOR : 








Your customers asked for them — now here 
they are—the two styles we needed to give 
the Tyron line perfect selling balance. With 
just five items tostock, youcan now offer your 
customers the most basic, the most wanted 
protective footwear styles, at prices that 
make them the best buy on the market. 


Now, the Tyron line offers more prospects 
than ever, thanks to these two new zipper 
styles —the CONVAIR for men and boys, in 
Black, and the pile-cuffed STORM MAID 


Outstanding Style and Quality at Attractive Prices 


for women, in Black, Brown and White, 
and for misses and children in Red, Brown 
and White. 


Other Tyron styles—each with a proven 
market—are the DELITE clear vinyl gai; 
ters for women... the FROSH pull-on boot 
for women in Black, Brown, Red and White, 
and for misses and children in Brown, Red 
and White...and the TYLITE side-zipper 
boot for women, misses and children in the 
same colors as the FROSH. 


DELITE 


Protective Footwear line! 


Velvetex Lining for Extra Comfort All Tyron styles except DELITES 
have fleece-like VELVETEX lining for extra warmth and easy on and off. 


Send Coupon below for complete information on the Tyron protective 
footwear line, including important new price information! 


See the Tyer line 

at the P.P.S.S.A. 
Hotel New Yorker, 
Rooms 1250-51-52 


TYER RUBBER COMPANY, Andover, Massachusetts, U.S.A. 
Please send complete information on the Tyron Protective Footwear Line. 


NAME = ; = __STORE 








STREET____ 








Ls : 
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PPSSA Sees a Good Year 


(CONTINUED FROM PAGE 53) 


Six Shoe Style Committees meet- 
ing twice each year are responsible 
for the evaluating of style trends 
in their respective categories. The 
membership of these committees fol- 
lows: 


Women’s Dress Shoes 


Emil Alberts, G. R. Kinney Corp., 
Presiding Chairman 


Retailers 
William Adoff, Butler’s Shoe Corp. 
Howard Baer, Endicott Johnson 
Corp. 
Joseph J. Cramer, Wohl Shoe Co. 
Daniel D. Druth, Maling Bros., 
Inc. 
Joseph Friedlander, Miles Shoes 
Morris A. Gran, Sears, Roebuck 
and Co. 
Milton Radlo, Berland Shoe Co. 
Nathan C. Schieber, Edison Bros. 
Stores, Inc. 


Manufacturers 


Harold D. Ashe, Liberty Shoe Co., 
Inc. 

Harry A. Bass, Kleven Shoe Sales 
Co., Inc. 

M. W. Borkum, Radcliffe Shoes, 
Inc. 

Si Capen, Klev-Bro Shoe Co. 

Ben Dorson, Dorson-F leisher, Inc. 

Sidney Spiegel, Bruce Shoe Co., 
Inc. 

David Stein, Mutual Shoe Co. 

tobert Wodin, Ware Shoe Corp. 
Inc. 


Women’s Sports & Welts 


Jack Joyner, G. R. Kinney Corp., 
Chairman 


Retailers 

Stewart Brown, Endicott Johnson 
Corp. 

Barney Lebowitz, 
Stores, Inc. 

Elliot Lubin, Miles Shoes 

George Nacht, Shoe Corp. 
America 

Ben Rosen, National Shoes, Inc. 


Edison Bros. 


of 


Manufacturers 

Charles B. Conn, Jr., Mound City 
Div. Brown Shoe Co. 

Richard E. Hasey, Viner Bros., 
Inc. 

Saul L. Katz, Hubbard Shoe Co., 
Inc. 


86 


Arthur Solar, Dexter Shoe Co. 
Ted Weiss, Weiss Lawrence Shoe 
Mfg. Co. 


Women’s Casuals & Dress Flats 


Allan Foss, Lawrence Maid Foot- 
wear, Inc., Chairman 


Retailers 
Herbert S. 
Stores 
George DeKime, Sears, Roebuck 
and Co. 
Thomas E. Duffy, Spiegel, Inc. 
Frank Lorden, Montgomery Ward 
Stanley W. Norkunas, Melville 
Shoe Corp. 
Charles Steen, Wohl Shoe Co. 
Ray Zumbro, G. R. Kinney Corp. 


Cohen, Morse Shoe 


Manufacturers 
Harry Albertstein, Frolic Foot- 
wear Co. 
Fred Diamant, Desco Shoe Corp. 
Joel Glassman, Genesco 
Joseph Miller, Miller Shoes, Inc. 
Howard Wiseberg, Billie Shoe 
Co., Inc. 


Children’s Shoes 


H. C. Levy, H. O. Toor Shoe Co., 
Chairman 


Retailers 


Henry Berman, National Shoes, 
Ine. 
Philip 
America 
James Royce, Melville Shoe Corp. 
Perry Smolen, Butler’s Shoe Corp. 
Edward Solomon, Gallenkamp 
Stores Co. 
William T. Waddell, Sears, Roe- 
buck and Co. 
Timothy P. Welch, G. R. Kinney 


Corp. 


Felger, Shoe Corp. of 


Manufacturers 

William Eckenrode, Weymouth 
Shoe Co. 

Arnold Hiatt, Blue Bonnet Shoe 
Co. 

Jack Intrater, Rockingham Shoe 
Co. 

Irving Selig, Laconia Shoe Co. 

Charles Shapiro, American Jrs. 
Shoe Co. 

Abraham Weinman, 
Shoe Co. 


Five Star 


Men’s Shoes 


Manny A. Gruber, Regal Shoe Co., 
Chairman 


Retailers 

Owen 
Corp. 

Jule Mark, Shoe Corp. of America 

Marion Markus, The Nobil Shoe 
Co. 

Siegbert Moch, Spiegel, Inc. 

Charles F. Murphy, Jr., Endicott 
Johnson Corp. 

Frank C. Rooney, Melville Shoe 
Corp. 

Harold Smerling, Stadler’s Shoes, 
Ine. 

S. L. Winfield, A. S. Beck Shoe 
Corp. 


Howell, General Retail 


Manufacturers 
Louis Auclair, Hampshire Shoe 
Co. 
Alan 
Co. 
Burton Katz, Hubbard Shoe Co. 
Joseph Porter, Porter Shoe Co. 
Ernest A. Rainey, Diamond Shoe 
Corp. 
Herbert Rich, Lewis 
Sales Co., Ine. 


Goldstein, Plymouth Shoe 


Heicklen 


Slipper Committee 
Harry Argyries, Edison 
Stores, Inc., Chairman 


3ros. 


Retailers 
ee, 
Corp. 
Gerald Figgins, Shoe Corp. 
America 
Harry Gould, Harry Gould Shoe 
Associates, Inc. 
Darrel Hurd, J. C. Penney Co. 
Richard Maling, Maling Brothers, 
Inc. 


3egell, Endicott Johnson 


of 


Manufacturers 

Arthur Hirshberg, Capitol Foot- 
wear Corp. 

Arthur Pfeiffer, Pfeiffer’s, Inc. 

Maurice Rabin, Novelty Slipper 
Co., Inc. 


12 Shoe Pages in Iowa Paper 


FORT DODGE, IOWA — Fort 
Dodge shoe merchants participated 
in a spring fashion section in the 
Fort Dodge Messenger, with some 
12 pages devoted to shoe advertis- 
ing and editorial copy. The partici- 
pating stores were Barker’s Shoes, 
Boston Store, The Bootery, Fantle’s, 
Gates, Larson Clothing, Lilyan’s 
Fashion Shoe Salon, Schill’s and 
Welch Shoe Company. 
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NUNN-BUSH 


Deeptone 
CONTINENTALS 


Quautry is a much maligned word but 
Nunn-Bush Shoes have so much of 

it that men all over the world have learned 
to look to Nunn-Bush for character in 
shoemaking which cannot be surpassed. 


We will never let them down! 


The sovereign ‘ternational lok of these 
magnificent Deeptones will give you 

as many compliments as exclusive 
Ankle-Fashioning will give you comforts 


. .. with enduring shapeliness over 





extra dollar-saving miles. 


Jrom fi {9 95 


lo $590 


See Your Local Nunn-Bush Dea/er 


NUNN-BUSH SHOE COMPANY, Milwaukee 1, Wisconsin 


First in onion 


ARISTOCRAT LAST « Style 2616, Deeptone Cabana Caflf. 

Hand Antique Finish. Also in Black, 

WINTON LAST « Style 2249, Deeptone Cabana Calf. 

Hand Antique Finish. Also in Black, 

ROMA LAST « Style 22682, Deeptone Caif Slip-On. 

ANKLE-FASHIONED SHOES Hand Antique Finish. Alsc in Black. 





Also Made in Canada and Mexico 
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EXTRA SPACE 
WHERE IT’S NEEDED MOST 


oat Tabor 
Mendwrenen 


IN BABY SHOE FITTING, TODAY! 


The Natural Gait Last has 
been designed to allow more 
area across the width of the 
toes. The forepart of the shoe 
takes on a semi-square shape 

. means easier fitting, more 
growing space, more wiggle- 
room, better allocation of 
area for the entire foot. 


MEASURE THAT CHUBBY 


~“ 


WIDTH OF THE 


TOES AS WELL A 
AS THE f : 


FOOT ACROSS THE Uy 
y 
3 


BALL! & 
\ 


“Stassnsseee™ 


PRE-WALKER TRAINER STRIDER WALKER 
R. J, POTVIN SHOE CO., BROCKTON, MASS. 





Employees Buy Shoe Chain Stock 


BRANTFORD, ONTARIO—When Ron Elliott 
started selling shoes 13 years ago, his ambition was to 
own his own store. Today he’s manager of a chain shoe 
store in downtown Toronto, and owning his own busi- 
ness is farthest from his mind. 

Elliott thinks he has a better deal as a store manager 
for Agnew-Surpass Shoe Stores, while investing his 
savings in company shares. 

Capitalist Elliott is one of 350 Agnew-Surpass em- 
ployees owning about 115,000 shares out of 402,000 
outstanding. Another 40,000 shares are to be purchased 
on the market or from estates and added to the em- 
ployee pool this year. 

(Agnew-Surpass, with head offices here, and its sub- 
sidiary, John Ritchie Co., employ about 1200, have 
1300 shareholders. ) 

“IT could afford to set up a small store with about 
$20,000 worth of inventory, But I couldn’t hope to do 
the volume I do here with $75,000 in stock,” Elliott said 
in his Toronto store. 

Ron Elliott earns a basic salary, a commission, and a 
volume bonus. “I make a comfortable living, and the 
company pays the bills,” he says. “It’s safer to invest 
my money in company stock than worry about my 
own business.” 

The Agnew-Surpass stock plan for employees was 
started when the company was incorporated in 1928. 

“Then 10,000 shares out of 80,000 issued were set 
aside for employees who wanted to buy them at the 
market price,” says Joe C. White, Agnew-Surpass sec- 
retary-treasurer and plan administrator here. 

In 1947 the stock was split four for one, and in 
1955 another 35,000 shares were made available from 
the estate of a former general manager’s widow. 

Between the spring of 1958 and the end of last year, 
the company bought 39,957 shares on the market, of 
which 38,344 have been resold to employees. 

Last month the company passed a by-law authorizing 
a committee to buy another 40,000 shares. 

When these are resold, employees will own more than 
one-third of the company. 

“We don’t intend to put control of the company into 
employees’ hands,” White explains. “The purpose of 
the stock purchase program is to help encourage loyalty. 

“And in our company, with 128 stores from New- 
foundland to British Columbia, this is a good way to 
strengthen our employees’ desire to make a profit.” 

Though White admits employees could “come close to 
swinging a shareholders’ meeting” if they ganged up 
on other shareholders, he says there never has been a 
controversial issue which has set employees apart from 
other interests. Nor does the company have any inten- 
tion of taking the bulk of shares out of the market. 

“If employees had too many shares, there wouldn’t 
be enough left to make a market. We like to know how 
the market values our business,” White says. 

Agnew-Surpass also has a five-year-old profit-sharing 
plan, which last year doled out $82,200 to employees, 
up from $39,700 in 1954. 

“We aren’t being altruistic with the profit-sharing 
plan,” White says. “Our purpose is to maximize the 
efficiency of employees. This way they have an interest 
in the company’s income and profits.” 
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*Taurus—The Bull; one of the twelve Signs 
of the zodiac, and the second in order 


Out of the Chemical Laboratory—a new men’s leather crafted to meet the most 


exacting tests for anilinity, strength of fiber and resiliency. ARMOUR introduces 
GENUINE TAURUS in Smooth or Embossed Grains that meet the most rigid tests 


of modern shoemaking. 


FOR YOUR SWATCH BOOK WRITE: 


ARMOUR LEATHER COMPANY 
a DIVISION OF ARMOUR AND COMPANY 
TOMORROW'S TANNAGES TODAY 


SHEBOYGAN, WISCONSIN 
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Francis H. Gleason 
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duction of shoes of all time: 3.59 
pairs—the highest being 1946 at 
3.72 when wartime controls — in- 
cluding shoe rationing—were lifted 
and returning servicemen bought 
entirely new civilian wardrobes, in- 
cluding shoes. Increased per capita 
purchases and the constantly grow- 
ing population are, obviously, the 
potentials for producing more shoes. 

Whereas the per capita figure for 
women’s shoes has risen 32 per cent 
since the pre-War period, per capita 
purchases of men’s shoes are esti- 
mated at 1.83 pairs in 1959, a de- 
cline of 14 per cent from the 2.13 
pair average 1935-1939. The present 
trend to light weight, high style 
footwear for men should be strongly 
encouraged as it presents an excel- 
lent opportunity for increasing shoe 
consumption by males. 

Keen competition and low profit 
margins have traditionally been 
characteristic of the shoe industry. 
1960 will undoubtedly show a con- 
tinuation of this pattern. The shoe 
man—be he manufacturer, whole- 
saler retailer—will do well in 
1960 only if he is alert to the needs 
of his customers, is constantly 
striving to improve his own opera- 
tions and is providing V-A-L-U-E 
and S-E-R-V-I-C-E. 

The Popular Price Shoe Show of 
America, jointly sponsored by the 
New England Shoe and Leather As- 
sociation and the National Associa- 
tion of Shoe Chain Stores, is the 
only national, industry-wide volume 
show for fall. Timed for fall buying 
by America’s mass shoe market, 
more than 7,000 retailers and buy- 
ers attend each PPSSA show. 

It is doubly important this year, 
not only because it is timed for vol- 
ume buying, but because it will af- 
ford the industry its major oppor- 
tunity to preview the three great 
fashion promotions for Fall ’60 be- 
ing promoted by the National Shoe 
Institute: 

Men’s Shoes: Burnished olive 

Women’s Shoes: More pointed 
toes (with new surface inter- 
est) 

Children’s Shoes: Miracle materi- 
als in new designs—Nylon vel- 
vet for girls; for boys, Scotch- 
gard-treated leathers. 

The PPSSA has established itself 

in its 12 consecutive years of opera- 


or 
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tion as an industry institution that 
is rendering a vital service to the 
trade. 


Alfred L. Morse 
(CONTINUED FROM PAGE 52) 

fact that forward looking distribu- 
utors of shoes are not relying on 
good level employment and earnings 
for their increases, nor will they 
count on normal population up- 
swings. Their own expansion pro- 
grams in 1960 will add more retail 
shoe stores and departments han- 
dling shoes than were established 
in 1959. Some smaller and less pro- 
ductive units will be abandoned but 
there will be an impressive net gain 
in terms of additional and more ef- 
fective facilities for exposing shoes 
to the consumer public. 

Add to this most basic develop- 
ment the fact that the industry, 
both retailing and manufacturing, 
is working together as never before 
to achieve new concepts of quality 
in our product. This quality con- 
cept, which recognizes the insistent 
demand created by the constantly 
increasing standard of living, will 
be expressed in style features, in 
exceptional shoemaking, and in the 
use of high caliber materials. 

To this must be added still a third 
important factor—the ever growing 
promotional activities throughout 
our industry. Each season seems to 
bring forth new evidence that man- 
ufacturers and retailers are under- 
standing their promotional power 
more fully and are using it more 
effectively. The National Shoe Insti- 
tute is contributing significantly to 
the greater interest of our custom- 
ers in shoes and deserves increas- 
ing support of its activities. 

The forthcoming PPSSA should 
provide an especially constructive 
and stimulating market place for 
the entire industry. The popular 
price shoe market, already known 
for its outstanding fashion inter- 
pretations, will also offer outstand- 
ing quality in its products. This is 
an irresistible combination which 
should insure a vitally important 
event. 


Customer Types 
(CONTINUED FROM PAGE 59 
problems in relation to hers. 
The suspicious customer — This 
customer cannot believe anything the 
salesperson tells her. She thinks that 


you are trying to put something over 
on her. She keeps bringing up points 
that she feels may embarrass you. 
She may have been fooled on pre- 
vious occasions and is by no means 
going to be taken advantage of this 
time. The salesperson must be com- 
pletely honest with this customer 
and have all] the right answers at 
his fingertips. One slip-up with an 
erroneous statement can blow the 
whole sale. 

You should show that you are 
sincere and are doing your best to 
be helpful. This customer will be un- 
friendly and will not believe any- 
thing unless she sees for herself. She 
wants facts and will check on every- 
thing you tell her. She will check 
the size and anything else she can 
see for herself. She considers your 
claims about quality and value exag- 
gerations. In this case, you must con- 
vince the customer of your ability 
and your desire to please. You must 
be absolutely honest in everything 
you say. Let the customer handle the 
shoes and convince herself that she 
is getting a perfect fit and a shoe 
that is just right for what she wants. 

The ability of the salesperson to 
create confidence with his knowledge 
of shoes and feet and the good repu- 
tation of the store are important fac- 
tors in his favor. This customer can 
really upset you. The first sign of 
panic can mean the loss of a sale. 

You should remain calm and see 
to it that you do not lose your temper 
or start an argument. You should be 
very patient and give your answers 
with as much tact as possible, even 
though you would like to “strangle” 
the customer. You should agree, 
wherever possible, and turn any ob- 
jection into a sales point on the basis 
of quality, value and fit. This means 
that complete knowledge of shoes 
and feet is essential. The customer 
is probably doing her best to confuse 
you. Once you gain this customer’s 
confidence, subsequent dealings will 
be much more pleasant. 

The timid customer — This cus- 
tomer is very quiet. She does not 
talk much nor even ask questions. 
She expects the salesperson to guess 
what she is looking for. It is almost 
impossible to learn what is on her 
mind. You should not get impatient 
or angry. You should keep talking 
to the customer, concentrating on 
the things that seem to hold her in- 

(CONTINUED ON PAGE 93) 
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. .. Bringing you out-of-this-world fashions . . . 
at down-to-earth prices! Smart new 

patterns in the most-wanted leathers... 

new excitement in color and styling. 

Watch for the Men from Viner! 


MEET THE MEN FROM VINER 


. Dick Hasey . tra Mack 

Leo LeRoy . C. E. Carpenter 
Arthur Pett . Ray Forgette 
Bill Wood . Don Ferritor 
Ed Sherman . Ed Hemphill 
Fred Moncur . Ralph Cohen 
Marcus Swan . Ray Dumont 
Bill Burkhardt . Abe Scolnick 

17. Bud Wilson 


DNATA PWN 


AT THE P.P.S.S.A. AT ST. LOUIS 
; HOTEL SHERATON-ATLANTIC HOTEL STATLER-HILTON 
VINER BROS. ING. Bangor, Maine 
Shoe Craftsmen Since 1908 ROOMS 416, 418, 420, 422 ROOMS 546, 458, 550 





RFECT SETTING/ 


SOME THINGS JUST 
SEEM TO BE... 


MADE 
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TINTORETTA 


DYEABLE SUEDE 


QUA LITAS 


DYES 


AMALGAMATED LEATHER COMPANIES, INC. *> WILMINGTON 99, DELAWARE 
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MADE FOR EACH OTHER... 


TINTORETTA 
The Modern Cinderella Leather 


QUALITAS DYES 


A new partnership in perfection— 
beautiful Tintoretta, the finest 
quality kid suede ever tanned, and 
Qualitas Dyes . . . developed ex- 
clusively to make Tintoretta the 
unique dyeable suede it has proved 
to be at retail stores coast to coast ! 
Together, a new opportunity for 
the designer . . . the manufacturer 
. and the retailer to offer high 
fashion footwear, handbags and 
fashion accessories to be surface 
dyed in a range of colors never be- 
fore possible. 
NEW TINTORETTA COLORS 
FOR FALL 1960 
HERON—dark blue gray 
souris— medium brownish gray 
LAST LEAF—golden leaf brown 
POWDER BROWN—creamy wood 
brown 
DEEP TURTLE—dark brown olive 
PIMPERNEL—light scarlet red 
DELPHIC BLUE—purplish blue 
AUBERGINE—dark eggplant 
WILD THYME—brownish sulphur 
gold 
ORIGINAL TINTORETTA 
FASHION COLORS 


OLIVESHEEN « PARIS GREEN ¢ GARNET 
AMARANTH ¢ EMERALD ¢ TANGERINE 


and delicate 


TINTORETTA 
BRIDESMAIDS’ PASTELS 


BLUE STAR « ARBUTUS ¢« CITRON « 
CYCLAMEN PINK ¢ MIMOSA « AQUA 
e LILAC «e TURQUOISE ¢ BUTTERFLY 
BLUE « AMETHYST « BUTTERCUP 


Let us send you our latest color 
swatch book of Tintoretta dyeable 
suede and Qualitas dyes . . . made 
for each other for footwear fash- 
ions unlimited— 


by 
icles O of course 


AMALGAMATED LEATHER COMPANIES, INC. 


WILMINGTON 99, DELAWARE 


April 15, 1960 
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terest. Your salestalk should be well 
organized to present the salient sell- 
ing points. This customer should be 
treated with caution and care. There 
should be no indication that you are 
losing patience. You should try to 
ask questions that will result in some 
sort of response to put you on the 
right track about what the customer 
is looking for. 

You should try to show that you 
are making every effort to satisfy 
this person’s needs. Never make her 
feel that she is being pushed into a 
quick decision. The strong points of 
your sale should be reiterated in 
many different ways, with as much 
participation as possible by the cus- 
tomer. Try to get her to show some 
interest and start talking. This can 
only be done if you hit on some point 
that interests her. Keep talking with- 
out interruption. This customer ex- 
pects you to tell the whole story, 
with all the highlights and selling 
points. A complete sales presentation 
is imperative in this case. 

The “know it all’ customer is es- 
pecially irritating to a novice sales- 
man who is not too familiar with his 
shoes. She knows everything and 
doesn’t give you a chance to give a 
sales presentation. She likes to feel 
that she knows what she is talking 
about and will out talk the salesper- 
son. She will not give you a chance 
to “state the facts.” 

Even though you are irritated, you 
should not show it. Let the customer 
talk as much as possible and convince 
herself with her own sales talk. Lis- 
ten to her remarks and turn them 
into selling points. Don’t try to out 
talk her; be a good listener. She will 
give you good ideas. Flatter her 
about her knowledge of shoes. This 
will put her off guard, and the more 
you agree with her the more she will 
listen to you. Make your presenta- 
tion as short as possible, but include 
all the salient points of why the 
shoes are just what she needs. By 
getting her confidence, the sale can 
be concluded much faster than if 
you disagreed with her unneces- 
sarily. 

This customer will like you if you 
make her feel that she is very clever. 
She will always seek you out when 
she shops for shoes .. . especially if 
you are a good listener. 


Upgraded Polishes 


Are Worth Promoting 
(CONTINUED FROM PAGE 61) 

To help in promotions, polish 
manufacturers offer a variety of 
services and devices. There are dis- 
play racks and stands, display cards, 
service letters, shoe care booklets, 
point of sale advertising inserts and 
window displays. One firm offers a 
large lighted panel display which 
tells the history of polish and in- 
vites the viewer into the store for 
a free booklet on shoe care. 

“With a little extra work, a shoe 
retailer can build up a polish busi- 
ness which certainly adds dividends 
to his shoe busines,” said Colorado 
shoeman Bilstein. He used sugges- 
tive selling; advertising; large, 
prominently placed displays and a 
quality guarantee to get $4,000 a 
year from his shoe dressing and 
polish business. 

At his store, 12 lines of polishes 
and dressings, like waterproofing 
and oil compounds, are displayed on 
a 10-foot tiered rack in the center 
of the store, adjacent to the cashier’s 
desk and on the aisle leading to the 
shoe repair department in the rear 
of the store. Along with the pol- 
ishes, which include even silver and 
gold dressings, Mr. Bilstein displays 
valet kits, chemical sponges, shoe 
trees and laces. 

“T think I have dressings for every 
color shoe on the market as well as 
the finest boot and suede dressing,” 
said Mr. Bilstein. He added, “I’ve 
handled one quality polish line for 
20 years and T have'a reputation for 
having in stock every number of 
that line. People come here from 
Boulder, 14 miles away, and Denver, 
18 miles away, just for that polish. 
Often, they stay to buy shoes.” 

Mr. Bilstein said that every polish 
he stocks must prove itself. Each 
is tested in the shoe repair depart- 
ment or by the salesmen at home 
before it is purchased in volume for 
the customers. Customers are also 
asked for their reactions to certain 
dressings and orders are made ac- 
cordingly. 

Customers buying boots are told 
by the sales personnel how to. care 
for them to get longer wear. Sug- 
gestions are made particularly for 
suedes and customers are shown 
how to apply the dressings. 

Mr. Bilstein added leather dyes 

(CONTINUED ON PAGE 96) 
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Your Most 
Consistent | 
Profit Makers... 


CARTER KANGAROO. 
SHOES FOR MEN 


No other leather combines 
light weight, long wear and 
comfort as completely as 
kangaroo leather. And no 
other shoes do as consistent 
a repeat business as Carter 
Kangaroos. Carter builds 
nine kangaroo models (4 ox- 
fords, 5 shoes—all Goodyear 
welt constructed). They look 
good, feel like a glove, and 
do an unbelievable repeat 
business, year after year. 





Prime Asset: A Complete 
Size Record 


PADUCAH, KENTUCKY—tThere is no greater as- 
set where profitable merchandising of workshoes is 
concerned than a complete size record on all workshoe 
prospects in the community, says George F. Runge, 
shoe retailer in this Western Kentucky city. 

George F. Runge and Son maintains what is prob- 
ably the largest list of ‘“‘workingmen’s shoe customers” 


| in the nation, totaling more than 10,000 names on 


alphabetically-filed cards, at least 5,000 of which can 
be considered “current.” The Runge store has been 
registering name, address, occupation, size of shoe, 
brand preference, and similar details on its customers 
for more than twenty years. In that space of time, an 
accurate cross-section of employment in Paducah has 
been built up. 

No file cards, once they have been added to the steel 
files in the office, are ever discarded unless it is proven 
positively that the customer is unable to come to the 
store through death, moving away, a change of occu- 
pation, etc. To keep the files current, Runge and his 
employees use an extremely simple method. This is to 
circularize the listed workshoe customers once a year, 
using first-class postage, and sifting out all of those 
which are returned with “unknown at this address” 
rubber-stamped on the envelope. There is, of course, 
a lot of turnover in most occupations which require 
workshoes, but surprisingly, at least 50 per cent of 
the list on file can be considered ‘‘stable.”’ 

The Runge store never displays a window of work- 
shoes, or an interior display, without including a poster 


which explains the size-record system, and points out 
that busy workmen who have little time free for shop- 
ping can simply order by mail or telephone. Backed up 
by the voluminous files in the office, this offer makes 
sense to farmers, miners, smelter workers, dairy em- 
ployees, stock men, ranchers, manufacturing plant em- 
ployees, whose working hours usually coincide with 


retail store-operating hours. So, once the worker has 
learned that he can simply pick up the telephone or 
drop a postcard in the mail to receive his shoes ¢.o.d. 


| or on an open charge if desired, his loyalty to the store 
is bound to be cemented. 


Before the western Kentucky shoe retailer set up this 


type of system, at least half and probably more of the 


workshoes sold in Paducah were sold by mail-order 


| houses, even though the Runge store has always had a 


If you want consistent 
sellers, don't fail to stock 
Carter Kangaroos. 
prices and complete 
details, see our represent- 


For 


ative or write direct. 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 
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complete stock of shoes to offer. Now, mail-order buy- 
ing probably amounts to only a mere trickle in the 
total. 

In approaching the workshoe market, the George F. 
Runge and Son store maintains a “quality atmosphere” 
all the way, carrying no rock-bottom priced workshoes 
as such, stressing instead comfort, fine leathers, long- 
term satisfaction, and shoes built specifically for the 
job, rather than price. This is another “weeding out 
process” inasmuch as Runge realized years ago that 
workshoe customers who want to order by telephone or 
mail must, of course, pay an extra charge for c.o.d. 
and postage, and that customers looking for the lowest- 
priced shoes possible are scarcely likely to accept the 
extra cost. 
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YOU’LL SEE WHY 
SERVUS WATERPROOF 
FOOTWEAR WILL MAKE 

MORE PROFITS FOR YOU 
em 


KWIK ZIP — NYLON SLIDE 4-BUCKLE 


New, full lasts for 
men and boys. Black 
with red sole and 
foxing. Fleece-lined, 
middle weight. 


New populor dress 
nylon with fur trim 
cuff. Available in wo- 
men’s sizes. 


A dress, insulated 
zipper boot. Perfect 
for policemen, sports 
spectators. Priced for 
volume sales. 


3-EYELET ZIP PAC 


Sportsmen and _ industrial 
users buy these boots. Smart 


SPINKASTER 


More and more 


sportsmen are wear- 
ing insulated or non- 
insulated SpinKasters. 
A real profit builder. 


High Foot 
and Vamp 
Insulation 


Felt Insulated 


PLASTIC BEST-FITTING — NEWEST, FAST-SELLING STYLES 


WEATHERETTE 


Volume seller in clear 
or smoke. 5. sizes 
will fit every woman. 
Carton or poly-bag 
packed. 


SNO CHIC—IN COLORS 


New, high fashion, popular- 
priced women’s plastic boot. 
Available in flat, cuban or 
maxine heel heights. Regu- 
lar or Warmcel lined with 
fur trim available in black, 


retailers are cashing in on 
this big market with Servus 
nationally-advertised Sport- 
ing Footwear 


Vam 
Insulation 


Steel Shank 
Felt Insulated 


PLA-PET 


The finest plastic boot for 
the money. Available in 
brown, red, black and white, 
in sizes for growing girls, 
teens and tots. Pla-Pets are 
unlined, or lined with Warm- 


cel plastic lining. Also avoil- 


brown, white or scarlet. 
able with fur trim. 


Rubber Footwear by 


THE Moin Office and Factory 
Rock Island, Ill. 


Sowers. Branch Office and Warehouse 
330 Broadway, N. Y., N. Y. 


RUBBER co. 


Plastic Footwear by 
= == zraxx x & & & Transparent Plastics Co. 


-— Springfield, Mass. 
GE™LATIONAL ~*~" 
The Servus Rubber Co. 


See the complete line of Plastic and Rubber Footwear at the P.P.S.S.A., New York Trade Show Bldg. 
Rooms 337,339,340 — May 1-5. 


April 15, 1960 





Upgraded Polishes 


Are Worth Promoting 
(CONTINUED FROM PAGE 93) 


to his findings line and customers 
are instructed on how to handle 
these. “It’s a little extra service we 
give our clientele which certainly 
pays off,” he said. 

Handled in the proper manner, 
shoe polish can help build commu- 
nity goodwill and at the same time 
attract new customers. 

Joy Gilbert has found that by giv- 


ing some polish away he gets on 





For 
ALL YOUR 
DISPLAY 
NEEDS 





aE eee — ROS 
Sell More Shoes and Accessories Through Better 
WINDOW FIXTURES 


SELF SERVICE RACKS 
SELF SELECTION BARS 


We manufacture over 800 Stock 


Fixtures “plus” 
"Quantity Discounts” 


friendly terms with new residents 
who move into homes near Joy’s 
Footwear, Inc., in the Hampton Vil- 
lage Shopping Center, St. Louis. 
Through an arrangement with 
Neighborhood BuyWays, a kind of 
welcoming organization for new 
families in the area, Mr. Gilbert 
presents each family with a coupon 
redeemable at Joy’s for a 50-cent 
can of polish. There is no obliga- 
tion to buy shoes in order to get 
the gift, and no effort is made to 
high-pressure the prospective new 
customer when he or she comes into 


the store for the polish. 





Plan To Visit Us 

at the PPSSA Show 

Room 301 

N. Y. Trade Show Building 


per doz. $6.00 


59-705 
per doz. $7.80 


59-708 
per doz. $3.50 
per gross $36.00 


59-704 
, per doz. $5.60 


| 59-706 
| 





59 704 4 


many Specials 


Write for latest Catalogue 
New York Showroom 400 8th Avenue 


) 


<= 
INGO TREES. in 


POINT OF SALE DISPLAYS fhaft sell! 





“We suggest they make themselves 
at home and look around, but the 
polish is a gift with no strings at- 
tached. This Neighborhood Buy- 
Ways tie-in has been an effective 
goodwill ambassador for us,” said 
Mr. Gilbert. 

Of the store’s dollar volume, shoe 
polish accounts for about one to two 
per cent, noted Mr. Gilbert. He said 
his personnel push polish but do so 
without appearing to force it. 

In his type family store opera- 
tion, said Mr. Gilbert, to “shove pol- 
ishes down customers’ throats” would 
be poor policy for repeat business. 
He feels that hard selling can often 
be done successfully by shoe stores 
and departments catering to “tran- 
sient” shoppers who buy here and 
there without any strong prefer- 
ence, 

Polish can also be used to close 
a shoe sale. 

A. L. Cochran, manager of Smith 
Shoes in Decatur, said his sales 
personnel use polish to close a shoe 
sale. 

Mr. Cochran said the salesman 
senses when the customer has made 
up her mind to purchase the shoes 
and he takes it for granted she’ll 
buy them without her saying so. To 
bring the sale to a conclusion, the 
salesman picks out the color of pol- 
ish needed with the shoes and pro- 
ceeds to sell it. 

“This gets her thinking about 
something else besides the shoes. 
And you’d be surprised how many of 
them buy the polish—and the shoes,” 
he explained. 

“We have a rule here that shoe 
sales personnel sell polish right on 
the floor while they are selling the 
shoes. Once the customer has bought 
the shoes and is turned over to the 
cashier, a polish sale no longer be- 
longs to the salesman. If the cus- 
tomer buys polish after reaching the 
cashier it is her sale,” Mr. Cochran 
said. 

Mr. Cochran likes to sell popular 
price polish. 

“We push a 29-cent polish. The 
reason is that people buy polish be- 
cause it is inexpensive. They’ll 
spend 29 cents rather than say no. 
On more expensive polishes, say a 
$1 polish, they’ll show more resis- 
tance.” 

Part of the sales pitch at Smith 
Shoes, Mr. Cochran said, is for the 
salesman to point out to the cus- 

(CONTINUED ON PAGE 102) 
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for you 


Genuine, Spring-action 


RIPPLE Sole 


ae 


[SwA\ ¥ 


Only sole of its kind 
pre-sold to millions! 


Biggest perker-up”’ of shoe sales today! Summertime ‘ Saturday fivening Pent 
springtime . . . anytime . . . selling’s a snap with RIPPLE® Sole Ladies’ Home Journal 
because people tell and sell each other on the most relaxing Esquire 

° ‘ Parents’ 
footwear in the business! SActeemnnaks 
Put several styles in your line . . . feature and promote aggressively Vogue 


... for EXTRA SALES and ADDED PROFITS! thodey 


Good Housekeeping 
*TM Ripple Sole Corp. Argosy 
Glamour/Charm 
For FREE Sales Aids folder, write: Seventeen 


BEEBE RUBBER COMPANY Nashua, New Hampshire 


April 1§, 1960 
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Hush Puppies step out 


With the biggest soring promotion ever! 


BIG PRE-EASTER PROMOTION in full color, 
April 3, in THIS WEEK . . . PARADE . . . FAMILY 
WEEKLY ... PARENTS’... plus additional major market 
supplements. Carries local dealer listings for fast action 
right in your store! Promotes the general line plus the 
new golf and boating shoes, swirl, and moccasin oxford. 
Over 31,000,000 people will see the ad! 


BIG FATHER’S DAY PROMOTION in tult 
color, June 5, will again reach your customers in 
THIS WEEK ... PARADE... FAMILY WEEKLY .. . plus 
other major market supplements. Again it'll carry dealer 
listings to keep those Hush Puppies sales going at their 
record-breaking clip! This ad will feature the summer 
line of Hush Puppies—the ventilated oxford, sandals, golf, 
washable white pigskin boating shoes, and casual shoes. 
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GREAT GIFT ITEMS. You can really merchandise 
Hush Puppies as gift items. They're colorful, comfortable. 
The new golf and boating shoes make the line even 
wider, opening a world of profit-making opportunity 
for you! Hush Puppies make great gift items. We're 
telling 'em and selling 'em—how about you? 


ORDER UP now for the rush that’s sure to develop 
for Hush Puppies. The biggest spring promotion in 
history will send sales soaring! Contact Wolverine Shoe 
and Tanning Corporation, Rockford, Michigan. 


SEE YOU IN ST. LOUIS or at the PPSSA, May 1 


to 4. Stop in and see our great line of Hush Puppies. 
Ask, too, about dealer openings. 
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New! Ventilated Oxford. 3 colors, 3 widths, sizes 6 
to 12. 


New! Sea Dog in white or grey. Non-skid ser- 
pentine sole. Sizes 6 to 12, 3 widths. 


et * 
bi 


New! Golf shoe in two-tone and solid colors. Regu- 
lation cleats. Sizes 6 to 12, 3 widths. 


April 15, 1960 


Powerful advertising campaign will reach your customers through use of 
the Sunday supplements and leading magazines. Over 31,000,000 readers 
read about Hush Puppies and where to buy them! 


HELLCAT-TANNED 
BREATHIN’ BRUSHED PIGSKIN 


Hush 
Puppies. 


BY WOLVERINE 


Hush Puppies were selected by the U.S. Olympic Com- 
mittee to be worn as part of the official uniform for the 
United States Olympic Teams. 


Wolverine Shoe and Tanning Corporation * Rockford, Michigan * Western Warehouse: Sparks, Nevada 
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‘the one that tells ’em . . 


It’s his finger on the pulse.. -his ear to the eround...his eye on the facts 





...1t’s the Boot and Shoe RECORDER, a prime source of operating 
information for the “man that matters” in your market. His decisions 
influence buying. .. the RECORDER influences him. He doesn’t just 
read it — he depends on it for significant coverage of the industry, 
available nowhere else. The Recorder delivers readership leadership 
— and delivers it in the mood to be told. 


ee ——_—_) 


significant articles - THE CHANGING ‘uel ag 
end fi > na i 
send for reprints to IN SHOE Footwear Industry 


Boot & Shoe Recorder, MERCHANDISING Facts and 
Philadelphia 39, Pa. Figures 


If you missed any of these 




















Boot and Shoe Recorder 





_. is the one that sells 'em 


READERSHIP — Considered, bya wide IMPRESSION — Exposure time 


margin, the “most helpful” publication in for each issue is longer by months 





all shoe categories, according to a recent than any competitive publication. 


National Analysts, Ine. survey. 


VITALITY — 43,000 reprint IMPACT — Superior quality and 
requests in ten months — and the clarity of reproduction plus full color 
highest subscription renewal rate in availability, provide maximum 


the trade — 74.74%. visual power. 


Recorder 


A CHILTON (Y) PUBLICATION 


April 15, 1960 





Upgraded Polishes 


Are Worth Promoting 
(CONTINUED FROM PAGE 96) 


tomer that she has just selected 
shoes made of quality materials that 
will stay attractive longer if the 
right kind of polish is used. 

“Let’s say a lady has just bought 
of pair of patents. We tell her she 
has a good shoe. Then the sales- 
man opens a can of polish and shows 
it to her. We make it a point to open 
the can and tell her, and show her, 
why it is a good polish for patents. 
If we are showing a customer a 
liquid we do not open the bottle but 
we do take it out of the box,” said 
Mr. Cochran. 


Polish sales can easily cover at 


Gold embossed, 

grained plastic or 

etched brass name- 

plate*effectively presents 

your store name, logo-type or trade mark with- 
out detracting from the shoe or disploy. Avoil- 
able in men's sizes 7, 7 of 8 C & D ond boys’ 
size 5 C and D. *(50 pair minimum order for 
etched bross nomepiote). 
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AT THE P.P.S.S.A. 
Room 403 
N. Y. Trade Show Building 


Gq 
ANOTHER, QUALITY PRODUCT FROM THE NATION'S SHOE TREE PIONEER 


least one item in any retailer’s fixed 
operating expense. Robert Graham, 
who operates the Graham Shoe Com- 
pany, well-known men’s store in Bos- 
ton, estimates that his profit is suf- 
ficient to pay his monthly telephone 
bill. 

The polishes and dressings at 
Graham’s are treated as impulse 
items and most sales are the self- 
service type. Because of this, ade- 
quate display is necessary, Mr. 
Graham points out. This store never 
has less than three displays. One is 
in the store window, one is on the 
wrapping counter and another is in 
the middle of the store where it is 
easily seen by customers being fitted. 

Emanuel Ponce, manager of Kirby 
Shoe Store in Santa Monica, feels 
that display is necessary to get 


EMBOSSED 
GRAINED 
PLASTIC INSERT 


* Made of durable, light- 

weight plastic. Eliminates ob- 

jectionable weight of full wood 
trees on counter disploys 


* Custom, black finish and con- 
trasting nome plate ettractively accen- 
tuates your name ond complements shoe 


® 2-part construction allows you 
to replace forepart only to fit any 
style changes 


te 


Adjustable for length ond width 
through unique, Pierce- 
developed, hinge ond screw ad- 
jvstment that assures perfect fit 





COMPANY 
BROCKTON. MASS. 





volume from polishes and dressings. 
He says the large display rack next 
to the cashier’s counter must be in 
apple pie order at all times. This 
rack contains a complete line of pol- 
ishes in all prices from 29 cents to 
$1. The rack is kept orderly, well 
dusted and well stocked so it re- 
mains inviting for the customers. 
Window displays featuring polish 
are carried throughout the year at 
Kirby’s. Sometimes the store has 
large pyramids of one or a com- 
bination of colors occupying a fair- 
size section of the window. At other 
times smaller pyramids will be scat- 
tered throughout the windows, color- 
matched to the surrounding shoes. 
Occasionally, if a shoe is a special 
color, the proper polish will be fea- 
tured with it in a prominent place 
toward the front of the window 
where it can readily be seen. 


Tapestry Tones 

(CONTINUED FROM PAGE 51) 
tip is yet another important last in 
the popular elongated silhouette. 

As the demand for lightness and 
softness increases, unlined leathers 
will become more important. They 
are now being developed for dress 
shoes in all leathers, including 
luster, in addition to the already ac- 
cepted tailored and little heel types. 

Fine grains and lightly boarded 
surfaces in leather are gaining in- 
terest. Luster leathers, on the in- 
crease for the past year, will be a 
significant factor next fall and win- 
ter. Jacquards, ribbon effects, bro- 
cades, satin and metallic effects are 
all expected to be increasingly im- 
portant in fabrics. Nylon velvet and 
nylon suede are slated for wide ac- 
ceptance in both women’s and chil- 
dren’s shoes. 

In children’s shoes, the trend con- 
tinues toward lighter construction, 
accomplished in part by the more 
extensive use of the silowelt and 
cemented processes as well as the 
newer vulcanized process. Pumps 
and straps (fixed or swivel) are the 
important dress type. In casuals, the 
three eyelet tie continues in first 
position, followed by one or two eye- 
let. Some promotional importance is 
given high riding slipons with elas- 
ticized treatments. Good acceptance 
is anticipated for cuff or collar treat- 
ments on a low base oxford. 

Boots are expected to rate strong- 


(CONTINUED ON PAGE 104) 
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Revolutionary way to make better shoes 


NEW! AQUA-CELASTIC 


... flat counter material with water-based activator, easy to insert, conforms 
exactly and permanently to last shape for better fit and heel-hugging top line 


UNIFORM 


Aqua-Celastic hardens uniformly 
in 2 to 4 hours, regardless of 
temperature or humidity .. . 
even when used with non-porous 
plastic or rubberized materials. 
This miracle of chemistry assures 
perfectly even activation and the 
elimination of soft spots. 


FUSION 


These revolutionary new count- 
ers bond to lining and upper, can 
never wrinkle or become de- 
formed. This fusion helps make a 
stronger counter with less thick- 
ness. No bulkiness, no lumpy 
ridges — just better-fitting, bet- 
ter-looking shoes! 


MEMORY 


Aqua-Celastic counters always 
remember the shape of the last, 
make pairs with identically snug 
top lines. Crush it, bend it, this 
counter reverts to its original 
shape, retains stiffness and 
strength. 


WRITE TO NEAREST DISTRIBUTOR FOR A DEMONSTRATION IN YOUR FACTORY 


MAJESTIC FABRICS, INC. 
106 Beach Street 
Boston, Massachusetts 


Convy SHOE SuPPLIES Co. 
3829 West Pine Blvd. 
St. Louis 8, Missouri 








Al 


LEATHER PRODUCTS COMPANY 
1718 North First Street 
Milwaukee, Wisconsin 
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WASCO CHEMICAL COMPANY, BAY STATE ROAD, CAMBRIDGE 38, MASSACHUSETTS 


April 15, 1960 





Tapestry Tones 
(CONTINUED FROM PAGE 102) 


ly again, this coming season in all 
categories. 

As summed up by Doris Weston: 
“From this tremendous variety, only 
the unimaginative will feel uncer- 
tainty. In the United States where 
there is more fashion available for 
more people than anywhere else in 
the world .. . the designer, manu- 
facturer and retailer can take from 
this wealth of information the ideas 
suitable to their particular 
and their particular 


” 


most 
phase 
tomers. 


cus- 


Hammer Toe, A 


Common Foot Malady 
(CONTINUED FROM PAGE 71) 


seams over the contracted toes. He 
can relieve callous formation at the 
corresponding metatarsal head by 
cementing metatarsal pads under the 
shoe insoles just behind the pressure 
spot. 

The shoe should be of soft kid 
leather made over a last with a wide 
forepart. Pointed toe shoes should 


be fitted a half size longer and a 
felt heel gripper pasted in the coun- 
ter to hold the heel down. The site 
of the hammer toe may be stretched 
at the boxing with a metal button 
on the stretcher, and wet lasted to 
make it more permanent. The toe 
box may be further softened and 
raised by mashing it carefully with 
the bunion stretcher. A Thomas bar 
will relieve pain under the ball of 
the foot also. Medium heels should 
be recommended to these affected 
people. High heels cause too much 
pressure on the metatarsals, and flat 
heels will cause the toes to protrude 
upward more. 

The observant shoe fitter will see 
that the ball of the foot across the 
metatarsals is almost twice the 
width of the heel. Yet, modern shoes, 
especially women’s, are pointed at 
the tip and much narrower at the 
front than the feet that are jammed 
into them. The muscle structure 
that controls the toes, when con- 
stricted over a long period, loses its 
function and actually wastes away. 
Control over the toes becomes puny 
and weak. Is it any wonder that the 
second or third toe will actually rise 


up of its own accord and contract 
and overlap its cohorts? It needs 
functioning room, and it seeks it 
in any way it can get it. Thus it 
hammers! The tip of the toe be- 
comes flat and squat and the nail 
at the tip may either split, ingrow 
or form a corn under itself from the 
constant pounding. 

Even the rest of the foot is af- 
fected by the hammer toe. The toe 
bones are forced back against the 
metatarsal bones which in turn ex- 
ert a backward pressure against the 
center of the foot. The center of the 
foot contains the inner and outer 
longitudinal arches and when undue 
pressure is placed on them, acute 
fatigue sets in, causing vague mus- 
cle cramps and general foot ache. 

A shoe fitter has a responsibility 
to himself, to the store and to the 
customer. The shoe fitter must know 
that he sells the most dangerous ar- 
ticle of clothing that modern man 
wears, since it can cause deformity. 
He must fit that article of clothing 
on any foot, as for example a foot 
with a hammer toe, with caution so 
that the right style and the right 
size are ever uppermost in his mind. 
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NOW AVAILABLE IN: 


* made only by— 


Kiddies’ (K-66) size 2, Infants’ (I-66) size 7, Chil- 


dren’s (C-66) size 10, Misses’ (J-66) size 13, Women’s 
(W-66) size 4, Boys’ (B-66) size 4, Men’s (M-66) size8 


New York City 


In Canada: 


A 4 


Write for latest catalog— 


SHOE FORM Coco. INC. 


Auburn, New York St. Louis, Mo. 
Willco Industries, Ltd., Montreal 
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OF BOSTON 


FASHION HAS A HEART OF GOLD. A glint here, a glimmer there ~~ giving a girl that Million Ajr. 
The Sandler Cobbler brightens many a summer white shoe. His made-in-italy sandals, too! 
Gl Orel ahYi-10 1] 0} (Wee 0 al ole) acolantMal-(--U-jal-lolt-j4a-loMiGlolloMalol\2e-limY/aalh¢-myanl-lamslle)o\-leReoh4-1a 0) 1- e-Book it a) -) 
in Canada: the George-Morgan Co., Ltd 
This ad — in color — will appear in the May issue of Mademoiselle 
This kind of advertising —this kind of shoe is typical Sandler. Not for one season, not for 
two seasons, but year in, year out . . . making fashion-right shoes for American women. 


PPSSA SHERATON-ATLANTIC EAST ROOM 
ST. LOUIS SHOW 1904 PARK PLAZA AND ALL REGIONAL SHOWS 


April 15, 1960 
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Work Shoe Volume Built on Uniforms 


DENVER—One of the most successful work shoe 
businesses in the Rocky Mountain West has been built 
by Joe Alpert’s, 15th and Larimer Streets, on the con- 
cept of a man’s complete uniform. 

The store has a large shoe department on the first 
floor and has turned over its entire basement to uni- 
forms. It is known as “The West’s Uniform Head- 
quarters.” With uniforms, whether for gas station at- 
tendants, policemen, firemen, postmen, or truckers, the 
correct job-fitted shoes are shown and sold. Dress and 
work shoes are also shown with coordinated clothing on 
the three upper floors. 

“Many stores just have work shoes—we promote 
them constantly,” said Joe Alpert, Jr., store executive 
who works closely with Lloyd Gentry, head of the 
men’s shoe department, and the staff of three regular 
and several extra trained shoe salesmen. 

Much of the volume is attributed to the store’s mail 
order business. Regular customers in Wyoming, Kansas 
and Nebraska order their shoes from Alpert’s. Official 
uniform blanks, developed with company approval, go 
out regularly to Texaco, Sunoco, Standard, Chevron and 
Frontier service stations. Each bears the individual 
company’s seal or insignia. They go also to Gates Rub- 
ber Company employees and Gates tire dealers, to 
letter carriers, policemen, firemen and truck drivers. 
The official letter carrier uniform order blank, for 
example, promotes postman footwear “to give more 
miles with greater comfort.” A work type style is 
pictured on the blank in oxford or high top, with Gro- 
Cork soles and heels, elk upper and steel arch, in regu- 
lation black, retailing at $10.90 to $12.90. 

Most of the work shoes carried are Thorogoods by 
Weinbrenner. The store also carries Acme and Justin 
boots and a line of Chippewa shoes and boots. 

“Men who fit shoes,” “Headquarters for the working 
man for quality shoes” are two of the catch phrases 
used in newspaper and direct mail advertising. 

“Our salesmen are trained, not only to fit shoes but 
to explain to workmen, whether in the store or on the 
job, what we mean when we say, ‘Neoprene crepe soles, 
oil resistant, non-skid safety, retan leather, rough fin- 
ish leather uppers, steel arch supports, riveted brass 
eyelets, etc.’ They not only bring out the correct size 
but they show the carpenter, the steel worker, the man 
who works around slippery oil how the shoe is con- 
structed and why it’s fitted to that particular job,” Mr. 
Gentry said. “And you’d be surprised how much our 
men study, not read, each issue of the BOOT AND SHOE 
RECORDER for more knowledge of the construction and 
selling of shoes. 

“We don’t forget the ranchers and farmers, either, 
and make them feel that our store is the headquarters 
for Wellingtons and other types of boots,” Mr. Gentry 
continued. 

Four shoe display windows are always featured. 
These are changed weekly, not only for the benefit of 
regular customers but also for the tourists. No tourist 
leaves with a shoe parcel in his hands before the sales- 
man has taken his name and address. As a result, re- 
orders come in year after year for shoes from as far 


(CONTINUED ON PAGE 108) 
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Made over 
The FRYE-Exclusive 
FITTED-INSTEP Last 


TO RETAIL UNDER 


*20 


LJ 


Hi 

z 

& 

& 
Zz 
= 


f 

« 

4 
/ 


¢ 
¢ 


SPORTING BOOTS 


WEIGH THEM... They weigh a half pound less 


than similar Outdoor Boots 


. 


ile. 
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TEST THEM... lighter and more flexible yet more rugged: stamina’s built-in 

Weatherproofed Full Grain Glove-soft WAXED Leather, amazingly supple 

NYLON-Fitted Uppers.and other highest-performance construction features 

Choice of: FRYE's sweat-resistant innersoles, design Wedge-Crepe outersoles 
or Cushion innersoles, design-Crepe outersoles and heels 

The QUALITY that is a FRYE Hallmark since 1862 

Available in Widths A thru EEE. Men’s Sizes 6 thru 12 


For salesman’s call, write 


JOHN A. FRYE SHOE CO., INC. Marlboro, Mass. 


April 15, 1960 











THE BORG-WARNER PLASTIC THAT’S TOUGH, HARD, RIGID 


Over a million American women now get an 
extra lift—and extra wear—from their “spike” shoe 
heels made of CYCOLAC! It walks longer... 
because it takes abnormal shock, constant 
flexing, and extremes in temperature... better than. 
any competitive material tested. Small wonder more 
and more leading shoe manufacturers are turning to 
CYCOLAC for stronger, longer-lasting heels, 
fewer returns, greater customer satisfaction. 


CYCOLAC Better in more ways than any other plastic 
GET THE FACTS WRITE TODAY! 


— me — 





Work Shoe Volume Built on Uniforms 


(CONTINUED FROM PAGE 106) 
east as New York, as far west as California. 

“Perpetual inventory on merchandise is necessary 
in a volume store like this,’ Mr. Gentry said. “We 
size up weekly and carry at all times in all lines a size 
range from 5’s up to 14’s, in widths from B up to H. 
This carries over into our dress lines also (Nunn-Bush 
and Weyenberg Massagic). Our biggest business here 
ranges from $16.90 to $23.95, with the best volume in 
$19.95. But we also carry for the man who wants 
them a popular-priced range of shoes from Inter- 
national. In other words, we don’t let any customer 
leave the store without seeing any price or type of shoe 
he asks for.” 

In an operation like Joe Alpert’s, however, most men 
don’t question the price. As Mr. Gentry explains, “A 
man wants satisfaction and fit. Just like in a super- 
market, if he wants something of quality, he doesn’t 
hesitate over the cost.” 

Mr. Gentry, for eight years with Alpert’s, has been 
in the retail shoe business for 40 years. A native of 
Colorado, he started with J. C. Penney in Colorado 
Springs. He was with Penney’s for 28 years, opening 
stores for them in Macon, Mo.; LaJunta, Colo., and 
Fort Scott, Kans. 

When a Mohammedan has made a pilgrimage to the 
Shrine of the Prophet at Mecca, he advertises the fact 
by his shoes, which are traditionally decorated with 
little scraps of bright green leather. 





’ SALES 
COME 
NATURALLY, 
WITH 


( your Women Costemert 


OOT HOLD 


ball cushion F SELF- 
~ ADHESIVE ° 








Made of non-slip suede that 


¢ PREVENTS FOOT FROM SLID- 
ING FORWARD Also: 


. ay: — Prevents T -H 
Backed with resilient foam ~ fregnts Toe OverHang 


— Halts gap at heel 
rubber that — Prevents Toe from rub- 


© CUSHIONS THE BALL OF FOOT — bins 


Takes up no additional 


© FOR MAXIMUM WALKING — — roon—Wwil"not sip or 


when worn 


COMFORT — For all types of women's 


shoes 
SEE YOUR JOBBER OR WRITE: 


MODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N. ¥. + CA 6-4723 
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" THATS HOW LONG YOU'D HAVE TO LEAVE THE SHADES UPTO 
LET IN EACH OF THE 11,000,000 MEN THAT ARE SHOWN MOC- 
ABOUTS ‘ROUND THE CALENDAR, THROUGH ONE OF THE 
LARGEST NATIONAL PROMOTIONS IN THE FIELD. EVERY 
MONTH, MOC-ABOUTS RUNS A NEWAD-IN ESQUIRE, ARGOSY, 
TRUE AND PLAYBoy, AND THAT MEANS 4 OUT OF EVERY 6 
MEN IN YOUR TOWN HAVE THE MOGABOUTS STORY BROUGHT 
STRAIGHT TO THEIR DOOR-IN ORDER TO BRING THEM 
STRAIGHT TO YOUR STORE. 





“w_ u 
ANCIENT ROCK CARVINGS IN MESOPOTAMIA SHOW THE CRACKOWE SHOE WAS INTRODUCED FROM 
A BOOT WORN BY HITTITES IN 2000 B.C. ITS STILL POLAND DURING THE H4TH CENTURY. SOME 
THE MOST POPULAR STYLE IN THE AREA TODAY - ROYAL PRINCES WORE CRACKOWES 
4000 YEARS LATER! MEASURING 24 FEET FROM 
HEEL 10 TOE! 








MOc-ABOUTS FLEX ME LEADS NEW YORK’Ss SHOE SHOW- MANSHIP 


HERE'S THE CASUAL THAT SHOWS EVERY MAN HOW IT KEEPS HIM COMFORTABLE... 
SHOWS HIM WHY HE OUGHT TO WEAR IT! THE MOC-ABOUTS "FLEX- ME,” 

ULTRA- FLEXIBLE, WITH ULTRA-SOFT GLOVE LEATHER, DEEP-DOWN 
HEEL-TO-TOE CUSHIONING—AND HIGH-AND- WIDE PROMOTION JN THE 

MAY ISSUE OF TRUE, TOO! So IF YOU'VE GOT ROOM IN YOUR REGISTER 

FOR MORE CASUAL PROFITS THIS YEAR, JUST REGISTER AT THE 

NEW YORKER AND ASK THE MAN IN ROOMS 6/8-6/9 TO SHOW 

YOU ALL THE MONEY-MAKING MOC-ABOUTS / 


MOC-ABOUTS $5.95-8.95 


WOULD YOU BELIEVE ITO NASHUA FOOTWEAR CORP., 250 CANAL ST., LAWRENCE, MASS. 


April 15, 1960 





Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 36) 


This age group is growing faster 
than any other. Keep track of this 
huge market. As this group ages, 
plan your buying and sales appeals 
accordingly. It’s a tremendous po- 
tential. 

Some other important trends, out- 
lined by the Census Bureau: 

There are 3.6 million more chil- 
dren under 5 than 10 years ago. 


This is a rise of 22.5 per cent. In 
the spring of 1960, children will be 


entering the school-age category at 
the rate of 4 million a year. 

Number of youths aged 14 to 17 
increased by nearly 3 million, or 
30.7 per cent. The downward trend 
in the size of college-age people 
(18-21) has ended, and the curve is 
up again. 

Persons 65 and over are rapidly 
increasing in numbers. This group 
gained by 3.2 million, or 26.1 per 
cent, in the past 10 years. 

The nonwhite population is in- 
creasing at a faster rate than the 
white—25.5 per cent, as compared 
with 16.2 per cent. Proportion of 





What does he know about FARBERIZING ? 


ROBABLY NOTHING! But he does 

know good work shoes when he 
wears them. So, don’t take a chance. 
Give him a shoe that’s comfortable — 
a shoe that will wear better and last 
longer—a shoe that has FARBERIZED 
INSOLES AND WELTING. 


%* FARBERIZING replaces water soluble 
tannins with a special compound which 
seals each fibre against moisture, yet, 
maintains the porosity of the leather. 


Resists shrinking, cracking 
and curling 


1e@O0 FREMONT STREET WORCESTER MASS 


j 


ry 
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FARBERIZED INSOLES and WELTING 
make any work shoe a better buy! 





nonwhites in the U. S. is now 11.2 
per cent, up from 10.4 a decade ago. 
o 

Proponents of federal fair trade 
legislation have to do some tough 
congressional spade work to keep 
fair trade from being buried. 

Immediate action became a must 
in the light of a U. S. Supreme 
Court decision in the Parke, Davis 
& Co. case. The court held unani- 
mously that a manufacturer is 
barred by antitrust law from taking 
active steps through distributors to 
fix minimum resale prices at the re- 
tail level. 

The U. S. Justice Department 
looks on the ruling as a death blow 
to fair trade legislation. 

The major fair trade bill, H.R. 
1253, sponsored by Rep. Oren Har- 
ris, D., Ark., is still waiting—after 
a year—for clearance by the House 
Rules Committee. The bill would 
authorize the manufacturer of a 
trade-marked product to establish 
the minimum resale price. 

Many businessmen feel the Harris 
bill would cancel out the Supreme 
Court ruling. Rep. Harris has 
hinted that if businessmen want his 
bill enacted they will have to put 
pressure on the lawmakers to bring 
it to a vote. 

* 

Efforts to force the government 
to hold public hearings on industrial 
price and wage increases are being 
revived in Congress. Purpose is to 
use publicity as a lever to try to 
hold down these increases. 

Principal sponsor of the measure 
(S. 2882) is Sen. Clark, D., Pa. It 
would require the President to set 
up a wage-price study group, which 
would hold hearings on any pro- 
posed or actual price increase which 
he rules appears to threaten national 
economic stability. 

The group would also hold hear- 
ings on wage increases and their 
relationship to price when higher 
pay is claimed by a firm as the cause 
of the price boosts. 

The Eisenhower Administration, 
industry, and some labor leaders 
have opposed the Clark proposal in 
the past. They contend it is a step 
toward broad government control of 
business, and could easily lead to 
federal price and wage controls. 

7 
Many good bills as well as bad 
(CONTINUED ON PAGE 120) 
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Confidence 


You can’t buy it. It comes from experience. 
Many of Wellco’s 7,892 retailers bought from 
Wellco the first slippers they ever carried. 
They were guided by their Wellco repre- 
sentative on the styles best suited to their 


you can be confident of growth with Wi & 


own trading areas. Today, they still respect 
his advice and his judgment. ‘Which styles 
and colors do you recommend?’’ is the one 
question Wellco sales representative hear most 
often. That’s confidence! 


ie] © 
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Foamtread’ Slippers 


© 1960 WELLCO SHOE CORPORATION, WAYNESVILLE, N. C.1n Canada, Foamtread Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont 


April 15, 1960 





NEW INVENTION 
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NEW 


ALL AROUND SPIKE HEEL PROTECTION 


= 7 





PROTECTED BY. 
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FOR THE FIRST TIME ADIT 
ALL-AROUND 


SPIKE HEEL PROTECTION! MATERIAL JG 


FULLY MOLDED 


No insert cups placed or cemented HARDITE ALL AROUND the heel and 
in heels . . . Nothing to come apart. HARDITE protection on the bottom. . 
Now your customers will have thick THE HARDEST PLASTIC HEEL MADE 
gauge HARDITE material protection. ... extra long wearing! 


LUCKY SALES CO., INC. LOS ANGELES - CHICAGO - NEW YORK 
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Added to our line... 


ba cana 
WO-FASTENER” 


ALL- AROUND 
Naliguiaae 
PROTECTION! 


“FLORAL”’ 


all time best selling plastic rainboots 
Run Dew 
“SATIN” £ 


LL 
see you at the 
POPULAR PRICE 
SHOE SHOW 


OF AMERICA 
May 1-5, 1960 ALL RAIN DEARS ARE AVAILABLE IN ALL 


Room 634-635 SIZES (4 TO 10) AND IN ALL HEEL 


Hotel New Yorker, 
New York City HEIGHTS TO FIT ALL TYPES OF SHOES 


LUCKY SALES CcoO., INC. LOS ANGELES - CHICAGO - NEW YORK 
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Just about 
every item Is 
easier to sell 


when clearly 


price-marked! 


STORE NAME 
HJ FHA 


MONARCH a 
Price-Marking one 
Speeds Sales 


Customers buy with greater confidence . . . and 
many a “browser” becomes a buyer when prices 
are marked clearly and legibly the Monarch 
way. Profits are protected, too, because every 
sale is made at the correct price. Model 22 
(shown) prints from dial-set bands of rubber. 
Settings are made in seconds. Center line for 
less frequently changed data prints from metal 
type. (Also available with rub- 

ber slugs.) Let us send infor- 

mation at no obligation to you. 


- 


Fill out and mail is 
coupon for information 


ee ee eee ee eS, 


THE MONARCH MARKING SYSTEM COMPANY 


216 South Torrence St. © Dayton 3, Ohio 


BSR-460 


Without obligation to me, please send information on Model 22 
Dial-A-Pricer, and sample labels. 


NAME 








STORE NAME 





ADDRESS 





POST OFFICE 
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Glamorize Work Shoes 


PHOENIX, ARIZONA—Giving workshoes exactly 
the same sort of “glamor” in window displays as dress 
shoes is a simple twist in display merchandising which 
constantly ups sales in this category for Kiamy’s, here. 

No workingman likes to feel that his workshoes are 
“something to be ashamed of” according to Joffre 
Kiamy, store head. When Kiamy found out several 
years ago that simply dusting and in some cases polish- 
ing new work shoes before placing them on display 
automatically swung sales in favor of whichever model 
was thus treated, he decided to “glamorize” the entire 
workshoe line. 

Now, while workshoes account for only around 15 per 
cent of each year’s window displays, they are as care- 
fully set up from an eye-appealing standpoint as the 
most delicate of new women’s pumps. Normal treat- 
ment includes a variety of workshoes priced from $7.90 
to $15.00, and carefully chosen to match typical indus- 
try and workwear needs in the Phoenix area. Included 
are specialized steel-capped models for mining and 
heavy industry, rubber-soled workshoes for dairy work- 
ers, electrical work, heavy duty soft leathers for post- 
men, policemen, and others who spend their days on 
their feet, a variety of specialty types for citrus grow- 
ers, and familiar all-purpose workshoes. Every pair 
displayed in any of Kiamy’s seven windows, is displayed 
with “props,” photographs of local workmen on the 
job, and the display materials sent by manufacturers to 
highlight salient points. A slightly humorous touch 
which often gets a grin from passersby is using sea- 


| sonal colors, such as bright green and yellow spring 


backgrounds during the early months of the year, and 
the familiar russet, yellow and brown background of 
the fall season. It isn’t unusual for a workshoe pur- 
chaser to come in with a grin and ask whether “these 
are the 1960 latest styles” in heavy duty workshoes. 

Registering the names of purchasers who want their 
size kept on file for quick replacement, giving delivery 
service where needed, and cooperating closely with local 
utilities, contractors, etc., in the matter of proper 
safety footwear for their employees has built workshoe 
volume at an unspectacular but steady rate during the 
past ten years, according to Kiamy. 


Mobile Safety Shoe Firm 
Switches to Tractor-Trailer 

MINNEAPOLIS—A 26-foot tractor-drawn trailer is 
the latest innovation being used by the Schuler Shoe 
Company to sell safety shoes to industrial workers at 
manufacturing plants. 

The trailer has a stock capacity of 1300 pairs in 20 
different styles. The vehicle is heated and has com- 
plete facilities for fitting up to a dozen persons at the 
same time. Currently more than 100 plants in the 
Twin Cities and elsewhere in Minnesota are being 
serviced. 

Schuler Shoe Company, which has four retail outlets 
in the Twin Cities, is headed by Emmett Schuler of 
Minneapolis and Ed Loeffler of St. Paul. Mr. Loeffler 
started the business-on-wheels in 1948 with a single- 
seat car which held about 60 pairs of shoes. 


Boot and Shoe Recorder 





CONGRATULATIONS 
TO THE ALBERT H. 
WEINBRENNER CO. 
ON BEING CHOSEN 
TO PRODUCE THE 


KXCITINGLY 


OFFICIAL BOY SCOUT 
HIKE "N’ CAMP SHOE 


WE ARE PROUD 


that our BERKSHIRE® TACONIC Leather 
was selected for the all-new Official 

Boy Scout Hike 'N’ Camp Shoe 

made by the A. H. Weinbrenner 

Co. This outstandingly supple 

aniline glove leather 

combines comfort 

with a unique ability 

to take the punishment 

of active outdoor wear. 





BERKSHIRE TACONIC Leather 

meets the rigid specifications 

of the Boy Scouts of America, 

NUMBERS Ss f having been tested and proved for 

Available in a ine LI # appearance as well as durability... for 

both 6” and ~~ seem J use in the Official Hike ’N’ Camp Shoe. 
Oxford style. Nua ; ile 2 


a - 


JLichtman & Sons 


MAIN PLANT: NEWARK, NEW JERSEY + TANNERY: PITTSFIELD, MASSACHUSETTS * TANNERS OF BERKSHIRE® TACONIC, 
BERKSHIRE PREMIER PALMA, BERKSHIRE PREMIER ANDORRA, BERKSHIRE PREMIER KNOBBY AND BERKSHIRE 
EMBASSY GLOVE-TANNED LEATHERS + BERKSHIRE SADDLE-TANNED “AQUARIZED" COWHIDE. + BERKSHIRE 
“BERBUK" + BERKSHIRE LINING SIDES + “SWAGGER BUK" WHITE AND COLORED SUEDE + AND SOLE SPLITS 
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“IN TODAY'S BETTER SHOES 
IT’S WHAT YOU DON'T SEE 
THAT MAKES THE DIFFERENCE” 


IT’S THE HIDDEN VALUE OF T i F Ss TA’ 


..- STILL THE NO. 1 REINFORCING MATERIAL 


A unique blend of nylon and cotton fibers, Tufsta is unmatched for 
tensile strength and stitch-tear resistance. By providing extra 
the finest, most complete line strength at points of stress and flex, Tufsta allows greater design 
freedom ...eliminates many production problems. . . improves profits 
of vinyl shoe fabrics come from: by reducing costs... insures greater customer satisfaction. As a 
plumper, Tufsta Doubler permits use of thinner splits— an important 

saving with today’s high leather costs. 


yo TEXTILEATHER (zits 


THE GENERAL TIRE & RUBBER COMPANY + FOOTWEAR FABRICS DIVISION 607 madison Ave. + Toledo 3, Onio 


Represented by: 


*Liedman & Cumming Melvin E Weil * Barnard Shoe Industry Supply Corp C.N Reisenberger & Son K O Schneider & Son *Stocks are warehoused for your 
1329 Sunset Bivd 180 North Wacker Drive 2128 South Hanley Road 370 West Broad Street 1225 North Water Street convenience at the regional sales 
tos Angeles Calitorma Chicago 6, tlinors St. Louis 17, Missour: Columbus 22. Ohio Milwaukee. Wisconsin offices indicated by an asterish. 


Liebman & Cumming * Seaman Steen Company John E. Shevenel! * Moore & Giles *A G Mooney, Ltd Also distributed by 
718 Mission St. Rm 422 96-100 South Street 21 Spruce Street P O Box 56 20 Bates Road Universal Coated Fabrics Co.. inc. 
San Francisco. Califorme Boston 11, Massachusetts New York 38, New York Lynchburg. Virgima Montreal 8, Canada 643 Broadway. New York 12. ¥. 
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As long as people 
keep on having kids 
You Il keep on selling styles like these! 


“BOBCATS” 


Real 8-inch woodsman's boot with moc toe, bellows 
tongue, bound top. Available in both wedge crepe and 
Armortred cork sole. Rugged, comfortable, good-looking 


— a real value for the thrifty parent. 


Sizes: 10-3, 3 2-7, B & D widths. 


“YODELERS” 


One of today’s best-selling styles in wanted juvenile sizes, 
Soft maple elk uppers, bound top, wedge crepe soles, 
Available in 5 and 8 inch top and Oxford. Ideal 


knock-about boot for school and play. 


Sizes: 10-3, 32-7, B & D widths. 


SEE THEM AT THE P.P.S.S.A. — Room 646, Hotel New Yorker 
— Or send TODAY for new catalog and Price List 


QUINN & DELBERT BOOT MFG. CO. mazisoro, mass. 


Specialists in the manufacture of fine juvenile boots 


Makers of Juvenile COWBOY © CHUKKA ¢ WELLINGTON ¢ COMBAT ¢ ENGINEER Boots 
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Case Histories of MODERN FINANCING 
0 . 4 READING TIME: 25 SECONDS 





Light 
Money 


AND GROWTH 


THE NEW CLIENT: A manufacturer of women’s shoes. 


THE OPPORTUNITY: To achieve a substantial increase in volume and 
profits in a highly competitive field. 


THE PROBLEM: Insufficient working capital to support increased 
accounts receivable, seasonal dating, and modest 

“in-stock” requirements. 
THE SOLUTION: I-J-Financial Co. — factoring — provided the 


necessary money plus intelligent understanding of 
the problem at a reasonable cost. 


ISELIN-JEFFERSON FINANCIAL 


COMPANY, INC. 


111 WEST 40th ST.,NEW YORK 18, N.Y. 
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B.F-.Goodrich and Hood combine national magazines 
and TV for new and complete advertising package! 


May through September you and your customers will see the biggest national 
advertising program B.F.Goodrich and Hood footwear have ever had. Full 
color, full page ads month after month in Look and The Saturday Evening 
Post. Plus, national and spot TV programs for kids, teen-agers, and adults! 

Order your B.F.Goodrich and Hood footwear now—‘‘P-F’”’ canvas shoes, 
Sun-step casuals and stormy weather a. your sales to this hard- 


working national campaign! 





\ B.EGoodrich 


Sales-Fashioned Footwear 


~F00P | 
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OTCHGARD 





IN 1960, OUR DIAMOND 
JUBILEE YEAR, MORE 
RETAILERS THAN EVER 
WILL KNOW WHY 

IT’S GOOD BUSINESS 
TO DO BUSINESS WITH 











it takes to succeed. That playboy look! That playboy feeling! And those playboy 
colors — colors that stay bright and rich-looking! Priced to retail profitably at $8.95 
and $9.95. Write today for all the exciting news about playboys by Dunham's! 


DUNHAM’S BRATTLEBORO, VERMONT 














Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 110) 


will be blocked from becoming law 
this year. Reason: Prolonged hag- 
gling over civil rights bills, in the 
face of adjournment by early July. 

National political conventions are 
a “must” for all members of the 
Congress. Republicans meet in Los 
Angeles, starting July 11. Demo- 
crats meet in Chicago, starting 
July 25. 

Because the civil rights filibuster 
has tied up the Senate, there is now 
serious doubt about the chances for 
many bills that were believed to be 
shoo-ins earlier this year. 

Among them: Higher minimum 
wages; federal regulation of retail 
workers not now covered; plus 
higher minimum pay for them; 
higher pay for teachers; more slum 
clearance money; higher interest on 
government bonds. 

There’s some talk in the Senate of 
passing up the customary 10-day 
Easter recess. The civil rights delay 
has knocked Majority Leader Lyn- 
don Johnson’s timetable off the 
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tracks. Few Senate hearings have 
been held in recent weeks, due to 
the filibuster. 

There is a growing logjam of im- 
portant bills on the Senate calendar, 
including the all-important appro- 
priations bills. The government’s 
new fiscal year starts July 1. If the 
money bills (including the all-impor- 
tant $41-billion defense appropria- 
tions bill) are not approved and 
signed by the President before that 
date, there may be some delay in 
paying contractors and some pay- 
less days for Pentagon clerks. 


Stepchild of the 
Shoe Industry 


(CONTINUED FROM PAGE 82) 


increases in children’s shoe prices as 
compared with women’s, the answer 
is: “But I don’t outgrow my shoes 
in three months.” Very true! But 
while most adults alternate among 
three or more pairs of shoes, most 
children possess only one pair to be 
used for dress, play, school—rain 
or shine. And for three months, this 
pair of shoes is subjected to exces- 
sive perspiration (children’s feet 


perspire a great deal more than 
adults’). So this one pair, in the 
eyes of the mother, must perform 
miracles. 

Are mothers at fault for expecting 
so much from one pair of chilren’s 
shoes? Or is the shoe business to 
blame? Has the shoe industry failed 
to educate parents to the value of 
children’s shoes? I think it has. 
Certainly nobody has even taken the 
trouble to point out to mothers and 
fathers that they don’t get along 
with one pair of shoes for work, 
dress and leisure... and why should 
the child be expected to do it? 

We should go all out and foster a 
TEN YEAR PLAN. We should edu- 
cate the parents that the first ten 
years a child wears shoes are the 
most important years. Any defects 
in walking, balancing, etc., can and 
must be taken care of in this period. 
First and foremost, the plan should 
begin with correctly fitted shoes—not 
just one, but two pairs for each 
child. And we should stress that the 
health benefits a child derives from 
good shoes are more important than 
the length of time he wears them. 


People in the shoe business have 
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shrugged off the responsibility of 
consumer education too long. Drudg- 
ing along as individuals intent only 
on pulling potential customers into 
their stores, then attempting to cure 
all the ills with their own hands. It 
won’t work. The public must be edu- 
cated to the value of shoes—particu- 
larly children’s shoes. 

We in the industry must convince 
parents that a child’s feet cannot be 
taken for granted. They must be 
cared for from the moment the child 
starts to walk and on through the 
growing stages. Well-fitted shoes 
are not a luxury but a necessity. IIl- 
fitted or outgrown shoes can endan- 
ger a child’s posture and create nerv- 
ous tension. 

Parents must be educated to un- 
derstand that children can and do, 
at times, outgrow their shoes in as 
short a time as four to six weeks. 
Just because a shoe still looks new 
is no indication it still fits. 

An extra pair of shoes is an in- 
vestment in the child’s health and 
development. 

It seems strange to me that the 
care of a child’s teeth can take a 
very important place in a mother’s 
calendar while the purchase of shoes 


does not. Yet if, later in life, the 
teeth are pulled and replaced with 
artificial ones, normal life goes on. 
But feet cannot be replaced if they 
are ruined by improper or ill-fitted 
shoes. And many adults suffer more 
with foot trouble than they ever 
could with false teeth. 

To appreciate the value of foot- 
wear, the public should be made to 
understand how many intricate oper- 
ations are performed in the making 
of a shoe, from the raw pelts to the 
finished product that they take home 
in a box. Keeping the public in the 
dark about the complexity of our 
product has cost the industry mil- 
lions. By proving that footwear 
is a bargain... in fact the greatest 
bargain consumers can get for the 
price they pay ... we create respect 
for the industry in general and in- 
crease sales for ourselves _indi- 
vidually. 

Last year over 600,000,000 pairs 
of shoes were produced in this coun- 
try. Assuming that about 200,000,000 
pairs were house slippers, canvas and 
rubber footwear, etc., we are left 
with 400,000,000 pairs. If every man- 
ufacturer were to be taxed one cent 
a pair and every retailer one cent, 





we would have $8,000,000. This would 
be an adequate amount for consumer 
education, and I cannot see that a 
penny a pair would hurt either the 
manufacturer or the retailer. 

In the field of advertising and pro- 
motion the industry could sponsor 
TV shows of high merit, paid lec- 
tures at P.T.A. meetings, women’s 
clubs, etc., short films telling the 
story of shoes and shoemaking, leaf- 
lets telling the same story for in- 
sertion in boxes at the point of sale. 

A portion of the fund could be 
used to set up foot clinics in the 
major cities. These clinics could 
provide free foot examinations and 
treatment for those who could not 
afford a doctor. Orthopedic doctors 
could be contracted to serve at the 
clinics on a retainer basis. 

Finally, working through an exist- 
ing shoe agency, the industry could 
elect, hire or accept volunteers to 
act as a special “shoe ailment com- 
mission.” This group could study 
the shortcomings of the industry, 
seek solutions to problems individ- 
uals cannot solve themselves and 
sponsor expositions and other events 
to bring the industry’s story to the 
public. 





the one “brand name” line with proven 


A 


Dunham's 
CASUALS and 


MOCCAS 


AD 


INS 





Hand Sewn 
Camp Moccasin 


Machine Sewn 
Casual 








ila 


Beaded 
Hand Laced 
Moccasin 


Crepe Sole 
Oxford 








Hand-Sewn 
Canoe Moccasin 





Hand Sewn True 
Moccasin Casual 


Glove Leather 
Hand Laced 











In casuals and moccasins, the one name that consistently 
stands out — in style, price, and quality — is DUNHAM’S'! 
hand-laced, machine-sewn moccasins 


Hand-sewn, 


\q / 


“~ 


volume-selling casuals for men and women — Dunham's has 


all of the most popular moccasin and casual styles in stock — 
for immediate delivery! Write today for complete information! 





/1\ 


DUNHAM'S 


BRATTLERBVURD 
VERMONT 
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for manufacturers in the great 
WORK SHOE FIELD 


=, 
A shoe made with \ enw di sells 


BETTER —~LOOKS BETTER — WEARS BETTER 


e* 


SOLID LEATHER 


BARBOUR WELTING COMPANY 


BROCKTON 68, MASSACHUSETTS 
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{ Pro-tek-tivs 





~ So that’s 





secret! 








’ 
I tsr eally no secret. We've been doing it (and talking about 
it) for years. But lots of mothers, and possibly some dealers too, don’t 
know about Pro-tek-tiv lasts . . . and their advantages. 


For dealers, it means easy fitting of normally hard-to-fit feet. Pro-tek-tiv 
lasts are changed twice in every size range. The toe line, and the entire 
contour of the last are changed . . . not just the size. Arch and heel heights 
are also changed twice to give you more selection for fitting than any other 
manufacturer can offer. 


Extra Pro-tek-tiv features like these are important to parents. 
They also give dealers logical selling points that convert 


“shoppers” into cash customers, quickly and convincingly. EMBED 

For full information about the Pro-tek-tiv line, write today. z ie P 
a 
Neewe 4 ro 


Pro-tek: tiv 


CURTIS ¢ STEPHENS ¢e EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 








BUILT-IN HEEL WEDGE 
. . to help keep ankles from 
turning in. 











EXTRA HEEL FITTING AID 
- to help hold the heel in 
normal position. 








LOWER OUTSIDE QUARTERS 
- + + NO gap at the sides—no 
slip at the heel. 








RIGHT AND LEFT HEELS 
. . help give added support to 
inner side of foot. 








DIFFERENT ARCH-HEEL HEIGHTS 
. changed twice in each size 
range. 








BREAK-IN DIMPLES 
- . « provide natural rest for 
the foot. 














FREQUENT LAST CHANGES 
- . « twice in each size range. 
Other brands change only once. 


Cash Registers 
dance 
with 


GODING 


Whether he rides the range, or just 
likes to show a well-shod pair 
of heels at the square dance, your 
customer will go for the trim com- 
fort and authentic western style of 
the new Goding Gaiter Boot. 


This Goding Gaiter is designed for 
comfort as well as striking appear- 
ance. Elastic goring at the sides 
insures snug fit at the ankles. 
‘Turftan leather and Goding crafts- 
manship combine to give long 
wear. It is carried in stock in men’s 
sizes 6 to 12 inclusive, and priced to 
move in quantity — with a full mark- 
up to you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





‘Men’s Week’ Steps Up Traffic at Macy’s 


NEW YORK—Macy’s went all- 
out in promoting its first Men’s 
Shoe Week, April 4 to 9. 

In a series of strong, effective 
full-page ads featuring institu- 
tional copy as well as shoe illus- 
trations, the department store 
placed emphasis on both dress and 
casual shoes. 

In the men’s shoe department 
on the second floor of Macy’s 
Seventh Avenue Building, an un- 
precedented variety of shoes made 
in the United States, England and 
Italy were on display. These in- 
cluded tapered lasts, flexible soles 
and gore throats, with many ver- 
sions of slipons, oxfords, brogues 
and bluchers. Black and brown 
were by far the most important 
colors except for the Hush Pup- 
pies suedes. In this category scar- 
let, loden green, sage, stone gray 
and combinations of colors were 
moving well. 


Producers Represented — Repre- 
sentatives of three of the Ameri- 
can manufacturers whose shoes 
were featured — Allen-Edmonds, 
Massagic and Hush Puppies — 
were on hand during the week to 
point up the salient selling points 
of their particular lines. 

Highlight of the promotion was 
a visual display of the step-by-step 
process of making a Goodyear welt 
shoe —on loan from United Shoe 
Machinery Corporation. 


James Herrmann, men’s’ shoe 


buyer, said consumer interest in 
the display was gratifying. 

“The average consumer,” he 
said, “hasn’t the vaguest idea of 
what is involved in the manufac- 
ture of a shoe. I felt that if we 
could show the customer the in- 
tricacies and the various opera- 
tions that go into the finished prod- 
uct, it might help provide a better 
understanding and appreciation for 
the price of the shoes.” 


“In-Between Week”’—Mr. Herr- 
mann said the store picked the 
week of April 4 for the promotion 
“because it wasn’t Easter week and 
it was an in-between week for us, 
with none of our regular every- 
other-week promotions of English 
shoes.” 

On the opening day, a Monday, 
traffic was “much better than nor- 
mal,” Mr. Herrmann reported. “And 
on a rainy Tuesday, we were com- 
pletely surprised by the traffic, es- 
pecially between noon and 2 p.m. 
and between 5 and 6 o’clock. That 
isn’t unusual, though, since men 
generally purchase their shoes 
either during the lunch hour or in 
the after-business hours.” 

Success of the initial Macy’s 
Men’s Shoe Week practically as- 
sures a repeat performance in the 
fall, Mr. Herrmann said. 

“We expect to run these promo- 
tions at least once and perhaps twice 
a year —spring and fall—in the 
future.” 





New Hampshire Department Is Dancers’ Haven 


Satter's, Inc., of Man- 
chester boasts of hav- 
ing “the only complete 
dance wear department" 
in New Hampshire. Man- 
aging the department 
for this family shoe 
store is Paul McMahon, 
26, a former dancer who 
is credited with increas- 
ing sales 75 per cent. 
He stocks dance cos- 
tumes as well as danc- 
ing shoes. Students 
come in from all parts 
of the state. Mr. Mc- 
Mahon acts as their con- 
sultant, designing their 
costumes and supplying 
them with free photos 
of dancers and reading 
material about the art. 
Recently he designed a 
display based on "Swan 
Lake Ballet" (top). 


Boot and Shoe Recorder 





10,000,000 Women -in-White 
have been waiting for this Nurses’ shoe 


‘Treadeasy 
“‘THCHNICIANS” 


with genuine 


‘RIPPLE Sole 


4 


~~ 





—“ ~ Your low cost $7.25 
“J 5 other in-stock styles from $5.60 to $7.25 


Extensive surveys conducted before we designed this new line prove that 97 per cent of the 
women-in-white interviewed BUY IN THIS PRICE RANGE (or higher); that the BUILT-IN FEATURES 
OF THIS LINE are overwhelmingly the features most wanted! Fashioned on the finest fitting 
prestige lasts made, Treadeasy ‘‘TECHNICIANS”' offer: 


THESE EXTRA COMFORT FEATURES THAT MEAN EXTRA SALES FOR YOU 


V Genuine, spring-action RIPPLE® Sole that $V CUSHION BOTTOM FILLER — sponge rub- 
reduces foot fatigue ber for extra lightness and flexibility 

V_ VENTI-MESH® — a mesh insert that cools : ee 
feet by circulating fresh air. Protects MOULDED LEATHER ARCH — for addi- 
leather by forcing out moist warm air. tional support 
(Voted _most_popular feature) V SUPER SHANKS — extra heavy, extra 
LONG INSIDE COUNTER — for greater long for greater leverage 
comfort. Prevents ‘‘running over’ at back. 
(Nurses are well aware of this) V ANCHOR EYELET — for snug fit 








ALL ADDING UP TO THE BIGGEST WHITE NEWS IN SHOE HISTORY! 
Get in on the ground floor — write for your new catalog... TODAY! 


RIPPLE® Soles are made in U.S.A. by BEEBE RUBBER COMPANY, Nashua, N. H. 


Pr. Ms —MARLOR. &.. 3.0 MN... eRe: 


*TM Ripple Sole Corp. BATAVIA, N. Y. New York City Sales Office: 946 Marbridge Bldg. 
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ven ou sok oa SELL QQ Pf ale en 


made of wonderful REZILTUF 


THE BOOT BUSINESS HAS GONE TO HEEL! 
The hardened heel in this boot was proven to 

be spike-proof last winter by actual 

consumer usage throughout the country. 

No other boot can make this claim! 


#305 
HIGH SPIKE 
Puncture-Proof 


PRINCIPLE PLASTICS 


GARDENA, CALIFORNIA 


IN NEW YORK: 5701 Park Avenue 
West New York, New Jersey 


IN CHICAGO: Airo Supply Co., 2732 North Ashland 
OR CALL YOUR NEAREST WAREHOUSE OR JOBBER 


#201* 


Slim toe skimmer flats and low heels 4/8-12/8 heel height. Fits 


Skimmer Fiat 
Faille Pattern—Side Fasten- 
ing. Size 5-10. 


low-low heels better than any other boot. Great for slim boot- 
type shoes. (NOT guaranteed for spike heels.) 





#301 
Low Heel 
Faille Pattern. Frog Front 
Fastening. Size 5-10. 


Made to wear with walking shoes, nurses’ oxfords, conventional 
low heels. 6/8-12/8. Also fits new boot-type shoes. (NOT 
guaranteed for spike heels.) 





#302* 
Cuban 
Faille Pattern with Cordé 
trimas illustrated. Size 5-10. 


This very versatile shaped-toe Cuban will fit a wide variety of 
cuban and spool type heels, 12/8-16/8. If accounts must limit 
stock to 3 styles, this boot can be used for mid-spike heels. It 
WILL NOT fit high spike heels. 





#304 
Mid-High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-10 


At last, a real high fashion, beautiful boot for the very popular, 
not-so-high heel. Designed to fit pointed toe, slim mid-high spike 
heel. 14/8-19/8. 





#305* 


High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-9. 





An elegant foot-covering made specifically to fit the new pointed 
toe, high spike shoes. 21/8-25/8. This boot CANNOT BE WORN 
ON MID-HIGH HEELS. 








* Best combination to fit most shoe styles—with minimum stock. 


SEE DRIZZLE BOOTS DISPLAYED AT THE NEW YORK POPULAR PRICE SHOE SHOW BY LYONS & COMPANY 
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Good Weather Improves Denver Sales Picture 


Sales of bone and black patent 
run about even. Closed pumps 
remain top sellers with the wo- 
men and men buy stitch-and-turn 
moccasins. Stores promote sale 
of complete ensembles including 
shoes. 


By VIVIAN ANDERSON 


DENVER — Shoe retailing, like 
the weather, perked up during the 
last two weeks in March and early 
April. There was a sudden upsurge 
in shoe sales to men, women and 
children. 

Because of the late Easter, re- 
tailers say they will combine the 
figures from March and April for 
a comparison with business a year 
ago. 


Follow Trend—Shoe stores fol- 
lowed the trend of department 
stores in Denver where retail sales 
figures for the last weeks of March 
showed only a five per cent drop 
under the year ago level compared 
to a 21 per cent plunge in the 10th 
Federal Reserve District and a six 
per cent drop nationally. 


Bone Ties Patent — Women’s 
shoes led in sales volume as Easter 


approached. Bone and black patent 
tied for first place in most stores. 
Spectators with stacked heels, 
white in combination with navy, 
black patent or brown were in de- 
mand. Slings and other types of 
open shoes sold in volume, but 
closed pumps remained the most 
popular. Pointed toes are still lead- 
ing and heel heights from 18/8 to 
23 and 24/8’s are selling. 


Prefer Tailored Shoes—‘“In our 
store, women are buying more tai- 
lored shoes than ever before,” said 
one downtown shop manager. 

The same manager said he found 
particular interest in an open 
squared-off toe sling pump with a 
solid medium heel in navy and 
black calf at $19.98. Bone shades, 
however, sold best in this type of 
shoe. Navy gained in closed pumps 
with faille trim or self buckle and 
button accents. 


Endorse Ensemble—“We endorse 
the ensemble for spring,” claimed 
the promotional material of one 
leading store. Ensembles with 
shoes and bags as a part of the en- 
tire costume were advertised by 
nearly every department store and 
specialty shop. 
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The bluntness of this ad captures the reader's attention and arouses his curiosity 

enough to make him want to read the small print that tells him the filthy, illiterate 

three-year-old is the world's most wonderful customer because he'll need shoes for 
remainder of his 70-odd probable years. San Francisco. (8 col.) 
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Several men’s shoe store opera- 
tors proclaimed olive the coming 
color. Men began buying more of 
this shade in dressy slipons, soft- 
grained three and four-eyelet and 
woven shoes. 


Stitch-and-Turn — The biggest 
seller in men’s stores to date are 
black stitch-and-turn oxfords with 
moc toes. One retailer said the new 
black-brown shoes with a closing 
seam on the moc toe sold well. Both 
black and black-brown dressy slip- 
ons were in demand. 


Teenage Choices — Black and 
white saddles, lightweight three- 
eyelet tie oxfords with crepe-type 
soles in natural, black and white, 
shell pumps with ornaments in 
black, red, and navy kid, patent 
and also white pumps with spool, 
Queen Anne and other fancy heels 
were the teenage girls’ choices into 
April. 


Atlanta Merchants Say 


Bone Leads in Sales 
ATLANTA—After four weeks of 


weather 
and 


good 
shoppers 


ice and_ snow, 
brought out the 
stores were jammed. 

On the basis of the fourth week 
before Easter, one Georgia retailer 
said his sales would show a nice 
increase over the same pre-Easter 
period last year. The bad weather 
cut down the lengthy Easter shop- 
ping season this year. 


White Gains—Several dealers re- 
ported white gaining on bone, the 
number one seller in most stores. 
It has been the biggest year of all 
for bone in all styles from flats to 
pumps. Stacked heels in bone have 
been selling remarkably well. The 
color preference puts bone in first 
spot, white in second spot and pat- 
ent pumps in third spot. 


Prefer Pumps— The customers 
prefer pumps. As one dealer put 
it, “I can sell any styles so long as 
they are pumps.” Novelty pumps 
with bows showed a slight turn up- 
ward. 





News «- Retail Trade 





Black Patent Leads in St. Louis 


By VIRGINIA MARSHALL 


ST. LOUIS—The first two weeks 
of April was one of the best two- 
week periods St. Louis retailers 
can recall. 

The push for Easter outfits 
meant continuously heavy traffic in 
all stores, shops and departments. 
Since severe weather kept sales at 
a standstill until the last few sell- 
ing days of March, an accumulated 
volume of business was compressed 
into about one-third of its normal 
time span. 

Daily totals for dealers rated 
cheers. Several major department 
store buyers indicate that their in- 
ventory situations reached night- 
mare proportions during March. 
With footwear moving extremely 
actively now, however, stocks 
should get back to manageable 
sizes effortlessly. 


Multiple Sales—Women’s outlets 
found multiple sale the rule. Black 
patent leather pumps led the list 
of Easter favorites by a good mar- 
gin, as was expected. Bone follow- 
ed close behind, with whites still 
lagging. Good response was chalk- 
navy calf, with 23/8 
bow - decorated dress- 
maker pumps the preferred pattern 
in this suit blue. 


ed up by 


closed-toe, 


Trims Grow Reserved — In the 
higher - priced women’s lines, fa- 
vored trims on black patent 
pumps grow increasingly reserved. 
Opened-up vamps, demure cut-outs, 
and dignified metallic ornaments 
take precedence over flamboyant 
bows. 

Matrons are buying black patent 
arch types with open-toe, broad- 
heel, and string-bow trim, bone 
walkers of punched pig and navy 
calf open-toe, open-heel Easter 
shoes. 

Teenage girls are going wild in 
the chain stores, buying plain 
needled-toe black patent pumps, 
bone pumps on high spikes, flatties 
of black patent, red or bone calf 
and straw casuals with tutti-frutti 
pompons. 


Dress and Play—Children’s sales 
reflected both Easter dressiness 
and outdoor play. Good sellers 
were rubber-soled canvas oxfords 
in red, navy, white and green; sad- 
dle oxfords for pre-kindergartens 
of both sexes; white flat skimmers, 
bow -trimmed, for grade school 
girls; black patent, swivel - strap 
pumps; patch saddles for  pre- 
teens; and squash-heeled black 
patents for pre-teens. Some light 
pink T-straps sold for very little 
misses. 





San Francisco Shops Increase Advertising 


SAN FRANCISCO—Competition 
is getting keener here and, as a re- 
sult, the advertising and promotion 
expenditures of shoe dealers are 
increasing. 

The style advertisements for 
spring shoes have been, as a rule, 
larger. Half pages and whole 
pages have been used by several 
merchants. The advertisements 
usually use one brand name and 
feature a great deal of white space 
with copy and illustrations occupy- 
ing only about a third of the space. 


Toes Get Attention— Toes get 
the most attention with their deco- 
rations of beads, baubles, buckles, 
bows and braids. Also getting at- 
tention are the two-tone effects 
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using silk and vinyl] inserts. 

One merchant used a full page 
advertisement to show ten types of 
shoes with ten different heel styles 
from spikes to flats. Each shoe also 
had a different toe decoration. 

Closed Styles Lead—Most of the 
models shown for Easter Parade 
wear are closed at both heel and 
toe. There are some open heels on 
display but these average out to 
about two for ten closed styles. 
The open styles are expected to in- 
crease as spring advances. 

To make competition more inter- 
esting, a leading retailer will give 
away foot wardrobes at a _ pre- 
Easter drawing. 


Boston Merchants See 


Bone Overshadow Blue 


BOSTON—It looks like bone will 
be replacing the traditional blue in 
Boston’s Easter Parade this year. 

Boston shoe retailers found 
ample evidence of a switch in color 
preference during the pre-Easter 
season. For years black and navy 
blue have been the best selling 
women’s shoe colors for the Easter 
parade. This year, while black has 
retained its lead, bone has taken 
over the No. 2 spot and blue is at 
best a poor third. 

This is true in high-style dress 
shoes in practically all grades as 
well as in middle-of-the-road styles 
and in most casual types. 

Pick-up Never Came—Bone has 
been a popular color for two sea- 
sons now, it is pointed out by city 
and suburban retailers, but at least 
some of them anticipated a quick 
pick-up in the call for the tradi- 
tional blue before the end of early 
spring. 

An “active business” was re- 
ported at the high-grade, high-style 
Joseph Antell store. Leading color, 
as in other stores, has been black 
in patent and also in calf leather, 
followed by bone and blue. 

Smart Stacked Heels—Red was 
said to have been selling better 
than had been anticipated. Chief 
interest here, however, centered 
around the demand for street shoes 
carrying stacked heels. The popu- 
larity of this heel, offered in sev- 
eral heights, was said to have been 
due to the fact that it imparts a 
new, smart look to styles which 
otherwise would not differ mate- 
rially from those which have been 
offered for months. 

Everything Bone Sells— Much 
the same color story was reported 
by the Solby Bayes Company, 
where middle-of-the-road styles are 
featured. “We bought the bone 
color in more patterns than any 
other color,” it was said, “and 
they’re selling in medium heels, 
higher heels and even in wedgies.” 

Decorated pumps were reported 
taking the lead over the plain pump 
in the high-grade lines carried by 
the Franklin Simon store. Here, 
too, bone was selling ahead of blue. 
Leading all others, however, was 
black patent. 
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Milwaukee Merchants 
Note Mid-Heel Demand 


MILWAUKEE — After record 
snowfalls that broke a century-long 
season’s record in March, the 
warmer temperatures at the end of 
the month were eagerly greeted by 
shoe retailers. 

Many mid-March promotions fell 
flat because of the bad weather. 
The public’s desire for fresh ward- 
robes was checked by _ harsh 
weather and hazardous conditions. 


Healthy Conditions — Retail 
spokesmen agree that healthy eco- 
nomic conditions exist in the mar- 
ket. Factory payrolls are high and 
the public is anxious to buy spring 
garb, they said. 

Trim pumps are on top in shoe 
salons and patents are well in the 
lead. Strong action is reported in 
the bone shades. Navy, in most 
stores, is on a par with black calf. 

Early Nibbles — Buyers report 
nibbles in opened-up shoes a little 
earlier than usual this year. 

There is an increasing demand 
for 16/8 and 18/8 mid-heels. Dealers 
also report moving a solid quantity 
of the flat and squash heels. 

Children’s shoe buyers. said, 
“We’ve had a mixture of mediocre 
and marvellous days during 
March.” 


Little Color Demand—Black and 
dirty gray bucks are proving good 
items for the young boy’s trade. 
Solid, sculptured nylon numbers 
for young girls have been catching 
on. Patent leathers are expected to 
be very strong through the spring 
season. There is very little demand 
for color. 

Also noted by children’s shoe 
buyers is a budding demand for 
ties, in both girls’ and boys’ shoes. 

Most dealers claim their volume 
of men’s footwear has held up 
fairly well despite the weather. 
The dark, vintage browns are mak- 
ing a sizable impact on the men’s 
shoe market. But black is still the 
leader. 


Robert Grafton has been ap- 
pointed manager of Joseph Salon 
Shoes’ new unit in the Old Orchard 
Shopping Center in Skokie, Ill. He 
previously was employed in the 
firm’s Evanston, IIl., store. 


April 15, 1960 
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Bone, Black Patent Set Minneapolis Pace 


MINNEAPOLIS—The late Easter, 
cold, snowy weather and the in- 
come tax due date all helped keep 
shoppers away from department 
stores and specialty shops. 

Most buyers expect a definite 
turn of the trend with the advent 
of warmer weather and the ap- 
proach of Easter. One department 
manager pointed out that he ex- 
pects things to “even out” by the 
time the holiday is here. 

Bone and Black—Bone calf and 
black patent numbers with closed 
heel and toe appeared tops for 
spring. Navy and lighter blue 
shades also started to pick up. 
There was activity in cocoa brown 
leather and straw. 

Reversing the previous trend, 
open shoes in combinations of lustre 





Children’s Sales Climb 
In Portland Shoe Shops 


PORTLAND —Children’s shoe 
sales are rising and style prefer- 
ences changing in the Portland, 
Ore., metropolitan area, according 
to the results of a survey made this 
spring. 

Downtown stores handling chil- 
dren’s shoes report business up 
about five per cent over last year 
and the outlying stores are 10 per 
cent ahead. At one suburban shop- 
ping center branch shoe store, chil- 
dren’s shoe sales were double the ex- 
pected volume, the owner reported. 

All the children’s shoe executives 
interviewed agreed that the style 
preference changes are likely to 
continue indefinitely towards the 
“little men” and “little women” type 
of shoes. 

Today, youngsters want shoes 
that resemble those worn by teen- 
agers and adults as closely as pos- 
sible. Boys demand moccasin and 
swirl styles, and girls like ballet 
slippers, according to Portland area 
retailers handling $4.95 to $5.95 
lines. In the over $5 class, Boys 
want the “heavy look,’ popular with 
college students, and girls prefer 
black velvet in tie patterns. 


calf and vinyl patents got the nod 
of shoppers. As for heel heights, the 
sales trend seemed to be about 65 
per cent high (21/8 and 23/8) heels 
and 35 per cent medium (18/8) 
heels. 


Straws, Vinyls Move — In casual 
types, straws and vinyls began to 
move, buyers said. Summery casuals 
were coming in. 

Men’s shoe business did not seem 
to be affected so much by the sea- 
sonal trends. One department man- 
ager said that volume was slightly 
better in March than it was in the 
comparable month a year ago. Ac- 
tivity accelerated in the sales of 
lightweight shoes, slipons and three- 
eyelet styles. Interest was about 50- 
50 in dark brown and black. Olive 
green casuals for spring and sum- 
mer are expected to be very big, 
likewise carmel (desert brown) 
dress shoes. 

There was little activity in chil- 
dren’s shoes. There was interest in 
Easter footwear, but no definite 
sales trends. 


New York Retailers See 
Improvement in Conditions 


NEW YORK—“If we continue to 
get a break in the weather, we’ll be 
in business again. We’ll get the 
shoes off the shelves and we'll re- 
coup some of our losses.” 

That, in essence, reflects the re- 
action of shoe retailers in New York 
to good weather. Traffic was “excel- 
lent” and business was “fabulous.” 

Promotions stressed pumps, ties 
and spectators in patent leather, 
silks, kid and calfskin. Detailing in- 
cluded square throats, squared-off 
toes, straight slim heels, stacked 
heels and perforations. Bone and 
the lighter shades—creme de la 
creme, cream whip, Java cream, va- 
nilla, caramel, coffee malt—got good 
reactions. Navy, black patent and 
red proved again they are perennial 
spring favorites. 

The emphasis was on patent 
leather pumps or swivel straps for 
the girls and handsome textured 
leathers for the boys. 
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Denver Firm Aims at Career Girl. Fashionable Woman: 


New Shops Fill Special Needs 


DENVER — Seeing a need for 
stepped-up downtown shoe business 
for teenage and career girls as well 
as the fashion-minded woman, Den- 
ver Dry Goods Company has created 
two new shoe shops in its down- 
town store. 

One, The Miss Denver Shop, is on 
the main floor’s central aisle. The 
other, the D’Antonio Salon, is in the 


main floor. One side of the shop is 
finished in oyster textured wall- 
paper. 

Thirty-two fitting chairs are up- 
holstered in deep melon nylon with 
walnut arm-rests. Double display 
racks on each end of the shop dis- 
play every style in stock. 

Open shadowboxes in the shop 
show coordinated shoes, gloves, 





Miss Denver Shoe Shop, designed for the teenager and the career girl, occupies 
prominent main-floor spot in Denver Dry Goods Company's downtown store. 


regular women’s shoe shop on the 
second floor. 

W. R. Johnson, shoe merchandiser 
for the store’s main shoe depart- 
ments, has appointed Loren Hilton, 
his former assistant, to manage the 
Miss Denver shop. 


“Needed a Stopgap” — Said Mr. 
Johnson, “A teenager and a young 
career girl are not ready for the 
styling and price lines of the qual- 
ity shoes of the upstairs depart- 
ment. We needed a stopgap and 
found it. We wanted more fashion 
shoes from flats on.” 

International and Accent shoes 
are sold in the new main-floor shop 
at prices from $6.90 to $13.98. A 
sign, “Miss Denver Shoes,” is in- 
stalled on a floral painted wall and 
visible from many parts of the 
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hosiery and bags. The hosiery and 
bag department is adjacent. 


A Shop Inside a Shop — The 
D’ Antonio high-style salon is a shop 
within the women’s shoe shop. At 
one end is a mural wallpaper scene 
of the bay and isle of Corsica, ac- 
centing beige and green tones. The 
stockroom wall is of Philippine 
mahogany, which is also used in the 
frames of the green leather fitting 
chairs. Italian lamps stand on ma- 
hogany tables. Gold hands draped 
with green, yellow and_ white 
scarves hold one or two shoes in the 
illuminated Italian marbelized 
shadowboxes. 

According to Mr. Johnson, both 
new shops will be advertised as de- 
partments apart from the other shoe 
shops in the store. 


Fitting Workshop Set 
For May 8-9 in Phila. 


PHILADELPHIA—Temple Uni- 
versity’s sixth annual Prescription 
Shoe Fitting Workshop will be of- 
fered May 8 and 9 at the Warwick 
Hotel here. 

The emphasis this year will be on 
a “professional approach” to the 
problems of prescription shoe selling 
and interpretation of prescriptions. 

Dr. G. Elmer Harford, professor 
of anatomy at Temple University 
School of Chiropody, will discuss 
the basic knowledge necessary for 
this work. Dr. Gerald V. Feldman, 
former instructor and clinician in 
shoe therapy and orthopedics at 
Temple University, will present 
three lectures on this subject. 

Other speakers and their topics: 

Martin Shapiro, owner of 
Shapiro’s Children’s Shoes, Phila- 
delphia, “Creative Advertising”; 
Robert Adatte, fashion shoe buyer, 
Lit Brothers, Philadelphia, ‘““Modern- 
Day Merchandising Techniques’; 
Carl Sher, operator of Carl Sher 
Orthopedic Shoe Specialties, Inc., 
Philadelphia, “Appliances in Pre- 
scription Shoe Fitting.” 

Also, Frank T. Underhill, execu- 
tive director of Independent Shoe- 
men, Boston, “The Outlook for the 
Independent in the Shoe Industry”; 
and Joseph Kessler, medical rela- 
tions director of Medic Shoe Manu- 
facturers, Inc., division of J. Ed- 
wards Company, Philadelphia, ‘‘Doc- 
tor Contact and Its Relation to 
Prescription Shoe Fitting.” 

A certificate of attendance will be 
presented to each student upon the 
satisfactory completion of the 
course. Registration can be made 
through the Research and Special- 
ized Services division, Temple 
University, Cheltenham Ave. and 
Sedgwick St., Philadelphia 50. 


Indiana Fair to Fete Mothers 

INDIANAPOLIS, IND.—The In- 
diana Shoe Travelers’ Association, 
Inc., will present gifts to mothers 
who attend the Indiana Fall Shoe 
Fair on the opening day, Mother’s 
Day. The show is being held May 8 
to 11 in the Claypool Hotel here. 
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St. Louis Shops Greet Spring with Variety of Merchandising Ideas 


ST. LOUIS—A multitude of mer- 
chandising ideas—some lavish, 
some simple—has blossomed out in 
the St. Louis area for the big push 
on spring footwear. 

To call attention to the kickoff 
on canvas rubber-soled casuals, 
several family-type outlets built 
Sun-Steps B. F. Goodrich miniature 
washing machines into their store 
and window displays. 

The shoe department of Golde’s 
Department Store in suburban 
Maplewood, used a water-filled gal- 
vanized washtub as the focal point 
in its playshoe display. A midget 
washboard in the tub served as a 
rack for a _ half-submerged shoe. 
Shown on the sand which sur- 
rounded the tub was a variety of 
canvas patterns and colors. A 
placard read, “You bet we’re Wash- 
able! Dunk us! Scrub us! Tub us! 
No fade. No shrink.” All shoes 
shown were from U. S. Rubber 
Company’s Shoreline line. 


Roses for Venus—Votes for the 
most eye-catching window theme go 
to Thom McAn’s Crestwood Plaza 


Shopping Center unit and its full- 
sized replica of the famous no- 
armed Venus de Milo. The store 
“armed” her modesty with artificial 
roses at strategic points and built 
its women’s spring pumps display 
at her base. 

Famous-Barr tied in one of its 
spring Troyling shoe ads with de- 
signer Seymour Troy and his win- 
ning of the first Mercury Award: 
“Seymour Troy is the one who made 
shoes news, pioneering fashion de- 
signs we now take for granted,” the 
ad read. Famous-Barr struck a 
newsworthy note also by displaying 
pairs of Harper’s Bazaar cover 
shoes for March against the maga- 
zine cover. 


Shoes in Plastic Bags—Many of 
the all-white and white-in-combina- 
tion women’s shoes at Stix, Baer 
& Fuller are being displayed in 
clear plastic bags. The sacks pro- 
tect the shoes and add a note of 
importance to each pattern on dis- 
play. 

A special] table at the Stix down- 
town women’s shoe department is 


featuring pumps of Allied Kid’s 
White Vodelle suede together with 
the Cavalier Company’s Spectrum 
Color Guide. The store advertised 
that 150 tints and shades are avail- 
able for its high or mid-heel suede 
pumps and matching bag. Dye or- 
ders are delivered promptly. 


Fashions at Home Show — The 
Bildors Home Show went on for 
10 days in St. Louis, fanfaring 
new home construction, appliances, 
landscaping, remodeling and the 
like. A round dais surrounded by 
garden displays was used daily for 
a fashion show sponsored and 
staged by Scruggs Vandervoort 
Barney. Clothes and shoes empha- 
sized the typical “Americano” look. 

The store also took a full-page 
color ad in the St. Louis Post- 
Dispatch to promote Palizzio Primi- 
tive Print pumps and coordinated 
handbags. 

The same newspaper devoted a 
special color-roto magazine section 
to spring fashions. Included were 
shoes shown alone and also as ac- 
cessories to apparel. 





From The Robert Youngson Production “THE GOLDEN AGE OF COMEDY” 


The people’s choice... 
Leathers by Irving: 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 


April 15, 1960 


IN STOCK 


STACKED HEELS 
Red, blue, brown, 
black, grey, 

bone, white. 





MADE te THE USA 


Sizes 4 to 11 — Widths AAAA to C 


RETAIL ABOUT 10.95 TO 12.95 


British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N. Y. 
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Artist's sketch of new Thayer McNeil salon 


er McNeil Salon Debuts 


in Chicago 





which opened April 4 at 622 N. 


Michigan Ave., in the heart of a quality shopping district of Chicago. 


CHICAGO—The Thayer McNeil 
salon which opened early this 
month on stylish North Michigan 
Avenue mixes antique displays 
with 1960-style airiness to reflect 
the company’s 79-year history. 

Like the firm’s other stores in its 
native Boston, New York and else- 
where, the new unit sells men’s and 
women’s footwear. Displays are 
placed to encourage customers to 
make their choices at leisure, but 
quality and fit are also stressed. 


“Sensible Heels”—On a_ boule- 
vard of skyscrapers — Michigan 


Avenue—Thayer McNeil offers not 
a single skyscraper heel. In keep- 
ing with its “sensible heel” policy, 
the store relies on the comfort of 
little heels and low heels. 

The store building was remod- 
eled inside and out prior to the 
opening. Among the antique fur- 
nishings used for informal dis- 
plays in the women’s department 
are apothecary cabinets of wormy 
chestnut; tables with wormy chest- 
nut tops and bases made from old 
newel posts, and an antique fruit- 
wood “dough box.” 

Turn-of-the-century Thayer Mc- 





Michigan Retailers Meet to Chart Spring Promotion 


Neil shoes are on exhibit in spe- 
cially built cases. From _ historic 
Williamsburg are 18th century wax 
figures and flower bouquets. 


For Men, Green—In the men’s 
department a modern-day, club- 
like atmosphere prevails. The color 
scheme is monochromatic, with 
chairs of burnished green leather 
and hickory wood, carpeting of 
blending green tones, and see-for- 
yourself display fixtures. 

Howard Hanley manages 
store. 


the 


‘Spring Fashions’ Section 
Gets Results in Denver 


DENVER—Thirteen women’s and 
children’s shoe stores and shops 
participated in a 386-page, color 
“Spring Fashions ’60 supplement” 
of The Denver Post, and excellent 
results were reported. Matching 
handbags appeared in many of the 
ads. 

3one was predominantly shown, 
although some emphasis was placed 
on white lustre calf, pink rose, wil- 
low green suede, coral, orange, 
oyster and white calf. Ninety per 
cent of the shoes shown were pump 
styles, all with some kind of trim. 
Spectators stressed stacked leather 
heels, and two pumps_ showed 
squared toes. 

Taking part in the cooperative 
fashion push were May-D&F Fore- 
cast Shop, Howell’s, Gano-Downs, 
Neusteters, Barron’s, Rudolph’s, 
Junior Bootery, Chandler’s, Roll- 
nick’s, Burt’s, Baker’s, Republic 
and Sabel’s stores. 

Said one shop manager: “The 
color ads were printed on glossy 
paper and they took the spring shoe 
colors so well that several custom- 
ers told me they felt they were 
looking at the real shoes in the 
windows. We believe color ads can 
sell shoes.” 


With 2 Pairs, an Umbrella 
PHILADELPHIA — Geuting’s, 
which operates six family shoe 
stores in the Philadelphia area, 
greeted the “April shower” season 


One hundred and one shoe retailers from Michigan's Saginaw Valley area, includ- by offering women shoppers a free 
ing Bay City, Flint, Midland, Owosso and Saginaw, met to hear about spring 
styles and map sales promotion plans. Taking part in “Saginaw Valley Shoe Night” 
were (left to right): Ray P. Krausmann of Lansing, manager of shoe division of 
Michigan Retailers Association; Harry Granville of Saginaw, local chairman; 
Lloyd A. Marzke of Mt. Pleasant, president of Michigan shoe division; Robert |. 
Sherman of Bay City, division vice-president; G. Cooper Johnson of Port Huron, 
division treasurer, and Walter H. Magee of Philadelphia, speaker. 
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umbrella with the purchase of two 
pairs of either Paradise Kittens or 
Shenanigans. The offer was an- 
nounced in a full-page ad in the 
Philadelphia Sunday Inquirer. 
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2nd Mid-Season Week 
Set for August 21 to 24 


NEW YORK—It’s official now: 
the second Mid-Season Shoe Fashion 
Week will be held Sunday through 
Wednesday, August 21-24. 

Final decision on the dates for the 
Waldorf-Astoria event was made 
after the four sponsoring associa- 
tions polled their members. The ma- 
jority favored the August 21 open- 
ing rather than an earlier date on 
the grounds that it would enable re- 
tailers to obtain first consumer reac- 
tions to early fall styles. Thus 
merchants would be able to work 
more constructively with their re- 
sources. 

The Fashion Week’s sponsors said 
they expect the August timing to be 
“appropriate for the ordering of re- 
sort and holiday merchandise and 
the development of styles to be in- 
cluded in early spring 1961 lines.” 

Some 265 exhibitors took part in 
the first Mid-Season event last Feb- 
ruary. The sponsoring groups are 
the National Shoe Manufacturers As- 
sociation, the National Shoe Retail- 
ers Association, the New England 
Shoe and Leather Association and 
the National Association of Shoe 
Chain Stores. 


Applications for Exhibitors 
At Chicago Fair Mailed 


NEW YORK—The 1960 National 
Shoe Fair is still more than six 
months away, but arrangements are 
well under way. Early this month, 
applications for display space were 
mailed to member firms of the Na- 
tional Shoe Manufacturers Associa- 
tion. NSMA co-sponsors the annual 
Chicago showing along with the Na- 
tional Shoe Retailers Association. 

Members of the Shoe Fair Com- 
mittee and advertising representa- 
tives of a number of member com- 
panies met in St. Louis last month 
to plan the Shoe Fair program. Pre- 
siding at the meeting was L. J. 
Schaefer, Shoe Fair chairman for 
1960. 


Dance Slated at Atlanta Show 

ATLANTA — The Southeastern 
Shoe Travelers, Inc., will hold a 
smorgasbord - dance Monday, April 
25, in the Dinkler Plaza Hotel, as a 
feature of its fall show, April 24-27. 
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160 Lines Are Registered 


For Pittsburgh Showing 

PITTSBURGH—Some 110 exhib- 
itors with 160 lines have registered 
for the Fall Shoe Show of the Penn- 
sylvania Shoe Travelers Association, 
May 15-18 at the Hotel Penn-Sher- 
aton and the Carlton House here. 
Additional exhibitors are being ac- 
cepted for both hotels, according to 
Joseph Harris, executive secretary- 
treasurer of the Travelers. 

On Friday, May 13, about 100 
travelers and retailers will attend a 


golf tournament and dinner at the 
Green Oaks Country Club on Pitts- 
burgh’s outskirts. Co-chairmen of 
this event are Leo Drapkin, women’s 
shoe buyer at Gimbels, and Sumner 
Goodwin, president of the Travelers. 


Self-Service in Germany 
FRANKFURT, GERMANY — 
Each customer is given a shoehorn 
at the door of West Germany’s first 
self-service shoe store, which open- 
ed here recently. Only shoes for the 
right foot are on display. The mate 
must be obtained from a clerk. 





Style 6316 
BROWN—Classic Barefoot 
Sandal. Unlined—VOTAN 
“‘SuperSole’’—Spring Heel. 
Infants: 6 to 8—B, C, D, E 
Childs: 81/2 to 12—B, C, D, E 


Misses: 12/2 to 3—B, C, D, 
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NOW IN THEIR 58th YEAR... 
“JACK and JILL” Shoes by Adams Brothers 
combine finest leathers with painstaking New 
England craftsmanship for extra wear, better 
fit, superior styling and moderate prices. 
“JACK and JILL” quality is « 

surpassed by none! 


Style 6004 

BROWN & WHITE 

Moccasin Blucher 

Oxford— VOTAN 

“SuperSole’’—Spring Heel. 
Infants: 6 to 8—C, D, E 

Childs; 81/2 to 12—C, D, E 


SHOE 


Outside Neutral Rubber Heel— 
E 


"JACK and JILL” —the First Name in Children’s Shoes! 
ADAMS BROTHERS, INC. 


PITTSFIELD, 


NEW HAMPSHIRE 


FIRST SHOWING! APRIL 24-26, PHILA. 
MASTA SHOW — BEN FRANKLIN HOTEL — ROOM 458 





‘Store with Parrot’ Finds His Presence Pays 


DEN VER—A green parrot named 
“Bob,” who talks to both children 
and adults, is building sales for 
Haines’ Family Shoe Store, 3378 W. 
Alameda Ave., here. A revamped 
window and interior design also 
help. 

Lee Kemper, formerly of Lincoln, 
Neb., has taken over the manage- 
ment of this eight-year-old family 
shoe store, originally owned by Bob 
Haines. Mr. Kemper succeeds Frank 
Brzezicki, who has gone into other 
business. 

The green parrot has belonged to 
the store since the beginning, but 
Mr. Kemper is cashing in on the 
bird’s value. His advertisements 
carry the line, “The store with the 
green parrot”; radio copy also men- 
tions the bird, and the parrot ap- 
pears on all letterheads. 

So that customers passing the 
store can see not only the bird but 
the merchandise within, Mr. Kem- 
per has supervised the revamping 
of the window and interior arrange- 
ment. Windows are now open so 
that shoes can be seen and handled. 


Open displays have also been added 
inside the store. 

“A third of our business is in 
children’s shoes,” Mr. Kemper says, 
“so we let kids congregate in here 
after school, talk to the parrot and 
incidentally look at our shoes. Many 
times, their mothers meet them here 
and buy shoes. They all become re- 
peat customers.” 

Mr. Kemper was brought to the 
store by International Shoe Com- 
pany. For the past year he had sold 
rubber footwear on the road. His 
previous experience included shoe 
retailing for Miller & Paine and 
Barker Shoe companies in Lincoln, 
and also a three-year stint as assis- 
tant manager of Weiss & Newman 
Shoe Company, St. Louis. 


Atlanta Retail Firm Moves 

ATLANTA—Delson Shoe Stores, 
Inc., has moved its main offices and 
warehouse to 414 Peachtree Build- 
ing, Atlanta. In the new site the 
company has 18,000 square feet of 
space, according to Sol I. Yudelson, 
president. 


180 Lines to Be Displayed 
At St. Paul Show May 1-4 


ST. PAUL, MINN.—A total of 
102 exhibitors will show 180 lines 
of fall and winter shoes at the 
Northwest Show Travelers’ Fall 
Shoe Fair May 1-4 at the St. Paul 
Hotel here. Ed Trench, association 
secretary, said the number of lines 
is down about 15 from the show a 
year ago because of a date conflict 
with the Shoe Market of America 
in St. Louis. 

Between 500 and 600 retailers 
from throughout Minnesota, North 
Dakota, South Dakota, Northern 
Iowa, Northern Wisconsin, North- 
ern Michigan and Manitoba are ex- 
pected at the show. 

Two social events are scheduled. 
A roast beef dinner will be held 
Saturday, April 30, preceding the 
show in the Casino Room of the 
hotel. Another dinner is set for 
Monday, May 2, in the hotel’s Capi- 
tol Room. Wes Barlow’s orchestra 
will play for dancing and there will 
be entertainment by the Montevideo 
Quartet from Montevideo, Minn., 
and by a strolling accordionist. 
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“Baseal Shoes 


Made on regulation spike 
lasts with cowhide 
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Athletic Footwear Division 


BERNED SHOE CO. 207 essex street, BOSTON 10, MASS. 
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LITTLE 


moulded rubber 
cleated soles. 
Half sizes, 1-10; 
standard widths. 
$900 

pair 
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F.0.B. Boston 





See us at 
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DALLAS FALL SHOE FAIR 


May 8, 9, 10, I1, 1960 


THE LARGEST REGIONAL SHOE FAIR 
OVER 600 LINES 
DISPLAYING IN FOUR HOTELS 
ADOLPHUS, BAKER, SOUTHLAND 
AND STATLER-HILTON 


SOUTHWESTERN SHOE TRAVELERS ASS'N, INC. 
Suite 709-710, Hotel Adolphus 


THE 


Write to 


Dallas 2, Texas 
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Accounting and Office Management 
Clinic, Western Session, National 
Shoe Manufacturers Assn., Hotel 
Statler-Hilton, St. Louis April 21-22 

MASTA Fall Shoe Show, Middle At- 
lantic Shoe Travelers’ Assn., Ben- 
jamin Franklin Hotel, Philadelphia 

April 24-26 

Mountain States Shoe Travelers Assn., 

Fall Shoe Show, Albany Hotel, 
Denver April 24-26 

Southeastern Shoe Travelers, Inc., Fall 
Shoe Show, Dinkler Plaza, Henry 
Grady, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta April 24-27 

Guild of Better Shoe Manufacturers, 

Fall Openings, members’ showrooms, 
New York April 25-29 

Shoe Market of America, St. Louis Shoe 
Manufacturers Assn., Hotels Sher- 
aton-Jefferson, Park Plaza, Statler- 
Hilton and Lennox and St. Louis Mer- 
chandise Mart, St. Louis . 

Northwest Shoe Travelers, Inc., Fall 
Shoe Fair, St. Paul Hotel, St. Paul, 
Minn. 

Popular Price Shoe Show of America, 

New England Shoe and Leather Assn. 
and National Assn. of Shoe Chain 
Stores, New Yorker and Sheraton-At- 
lantic Hotels and New York Trade 
Show Building, New York........May 1-5 

Tanners’ Council of America, Spring 
Meeting, Broadmoor Hotel, Colorado 
Springs, Colo. ....... og May 2-4 

lowa Shoe Travelers’ Assn., Inc., Fall 
Shoe Show, Fort Des Moines Hotel, 

Des Moines, lowa ............May 7-9 

Pacific Northwest Shoe Travelers, Fall 
Shoe Show, New Washington and 
Stewart Hotels, Seattle, Wash. May 7-10 

Ohio Shoe Travelers Club, Fall Shoe 
Fair, Deshler-Hilton Hotel, Columbus, 
Ohio wee eee.. May 8-10 

Southwestern Shoe Travelers Assn., Inc., 

Fall Shoe Fair, Adolphus, Baker, 
Southland and Statler-Hilton Hotels, 
RGB thule tical s omsakots May 8-11 

Indiana Shoe Travelers’ Assn., Inc., 
Indiana Fall Shoe Fair, Claypool 
Hotel, Indianapolis, Ind. May 8-11 

Factory Management Institute, Na- 
tional Shoe Manufacturers Assn., 
Netherland-Hilton Hotel, Cincinnati, 
Ohio ...May 12 

North American Factory Management 
Conference and Shoe Machinery 
Show, National Shoe Manufacturers 
Assn. and Shoe Manufacturers Assn. 
of Canada, Netherland-Hilton Hotel 


aieaeais tos Travelers Over and Over Again Laconians are 


Fall Shoe Show, Biltmore Hotel, Okla- 


homa City, Okla. ........... May 15-16 | retailers’ first choice for moderate priced tots-to-teens shoes. 
or * ge te Travelers ‘er Inc., 
a oe ow, Hot rit ; 
House and lana ishonen Waekaten That’s ’cause they're geared to help you get a big share of the 
May 15-18 big, getting-bigger-all-the-time tots-to-teens market with: 
Boston Shoe Travelers’ Assn., Fall Shoe 
Show, Parker House, Boston... .May 15-18 VOLUME PRICES — help you make the most of mass middle market! 


West Coast Shoe Travelers’ Associates, i f sh Hi t $2.00 
Fall Market Week. Alexandria, Bilt. QUALITY CONSTRUCTION — all the important value features of shoes selling a $2. 


! 

more and Sheraton West Hotels, and $3.00 more! ; ; 3 

Angeles 5 COMPLETE COVERAGE — every important shoe in every important age group —— 
Midwest Shoe Travelers’ Assn., Fal! Shoe in stock! 

Show, Palmer House, Chicago. .May 15-18 PROMOTION PACKED — pre-sold consistently in national magazines since 1946! 
= pee bag + Club, Fall RETAIL AIDS — to help you tell the Laconian story to your customers! 

egret ter tg ao: guaggg ong 22-24 SUPER SERVICE — 24-hour super-speed in-stock service! 
Central States Shoe Travelers, Heart of FASHION FIRSTS — first with the fashions that mean the most! 


America Shoe Fair, Hotels Muehle- . . 
boch ond Phillips, Kansas ‘City, Mo. See Laconians complete line of tots-to-teens welts and cements at 


May 22-24 the P.P.S.S.A., Hotel New Yorker, Rooms 904-5-6. 
New instill? Laconian Shoes Corporation Laconia, New Hampshire 
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e Retail Openings 
Edison Adds 2 Baker’s, Remodels 5 Stores 


ST. LOUIS Edison Brothers 
Stores, Inc., has opened two more 
Baker’s units and remodeled five 
stores as part of its expansion and 
modernization programs. 

The new Baker’s stores are in 
Miami’s new Northside shopping 
center and the new Lakeside Cen- 
ter, New Orleans. The Miami unit 
is the firm’s fourth Baker’s in the 
Miami area, and features an inte- 








MONACO 
Style #7905 
Sizes 444-8... 814-12, B.C.D.E. 


Black grain monk strap. Fully 
leather lined, leather sole and heel. 


...to retail at §7.95 


Also available in smooth calfskin. 


ASD 
Nay, 


> 


CHAMBORD SHOE CO., inc. 


350 Fifth Avenue * New York 1,N.Y 


rior garden atmosphere achieved 
through lavish plantings. Fred Lipp- 
ner has been named manager, with 
Robert J. Harper regional manager. 

The New Orleans Baker’s is the 
seventh Edison outlet in that city, 
and the fourth Baker’s. Harley Wag- 
uespack has been appointed man- 
ager, with Frank P. Ricca, Sr., re- 
gional manager. 

Parallel with its expansion pro- 


Litslp PIERRE 


has the formula 
that 
skyrockets sales. 


Put atomic power in 
your baby shoe sales 
with Little Pierre. 

He has scientifically 
figured out the 
combined elements 

that produce 
unchallenged leadership 


in profit potential. 


DOUTCHKA 

Style #2301 

Sizes 4-8... 9-12. 

Fleece lined, lambskin. 

Thin chrome sole, 

featuring the new elastic lace. 

In white, pink, blue, red. 

... to retail at $3.98 

Pick up Little Pierre’s new IN STOCK catalog 


at the Popular Price Shoe Show... 
Room 545 Sheraton-Atlantic Hotel. 





gram, Edison Brothers is moderniz- 
ing its downtown stores to keep 
them in step with the improvement 
programs of many cities. For 1960 
the first five such remodelings were 
in the Milwaukee Baker’s, the Mil- 
waukee Chandler’s, the Richmond, 
Va., Baker’s, the Greensboro, N. C., 
Baker’s, and the Portland, Ore., 
Chandler’s. In each case the store 
was made completely new and mod- 
ern. 

According to Irving Edison, pres- 
ident, “This is but the first phase 
of our downtown store moderniza- 
tion program. In addition to these 
extensive remodelings, Edison 
Brothers is also carrying out a 
minor renovating program to keep 
all the established downtown stores 
in up-to-date condition,” he said. 

The first Baker’s in Paducah, Ky., 
has been planned for early fall open- 
ing. It will be in a new building on 
the land formerly occupied by the 
now razed Palmer Hotel. The con- 
struction is part of the city’s rede- 
velopment program. 

es 7 es 

The Boston Shoe Store in Port- 
land, Me., which carries men’s, 
women’s and children’s footwear, 
has moved into much larger quar- 
ters at 538 Congress St., a few 
doors from the old location. Wil- 
liam S. Clenott, vice-president, said 
the company also owns and operates 
stores in Lewiston, Biddeford and 
Bath, all in Maine. 

a oe e 

Satter’s Shoe Store, damaged by 
a spectacular downtown fire in 
Manchester, N. H., three months 
ago, has reopened. Owner Ted Sat- 
ter is featuring costume jewelry 
and handbags along with footwear. 


Alexander’s Fine Shoe Store in 
Hartford, Conn., has added a com- 
plete boys’ line to its stock of men’s 
dress and work shoes after moving 
into new quarters at 651 Albany 
Ave. Saul H. Wolfson, owner and 
manager, said free parking is also 
available at the new site. 

e e e 

Gilbert Shoe Stores, Ine., the 
largest shoe retail outlet in Colum- 
bus, O., with an advertised 100,000 
pairs in stock at all times, has es- 
tablished a “fit yourself” unit at 
215 Graceland Blvd., Columbus. 
This “Shoe City” store is stocking 
some 8000 pairs in open displays, 
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with every pair warranted to sell 
at below the usual selling price. 
Kenneth Blumenstein is _ general 
manager of the Gilbert operation. 
e = + 
Hill Bros., a self-service opera- 
tion, has added a new store at 2415 
W. 79th St., Minneapolis, in the 
Village Shopping Center. The firm 
has four other units in the Twin 
Cities. 
se a z 
Schiff’s Shoes has opened its first 
store in Wichita, Kan., in the East- 
gate Shopping Center, and an- 
nounced plans to add five more fam- 
ily units in Wichita in the next 
year. James Belhassen was trans- 
ferred from Boone, Iowa, to manage 
the Eastgate store. 
e * ao 
The Hub, a men’s clothing store 
in Montgomery, Ala., has opened a 
leased shoe department after oper- 
ating without one for 61 years. The 
department has been leased to Jar- 
man, a Genesco division, and Carl 
Jordan has been named manager. 
The shoe section was added when 
the store was remodeled and re- 
opened recently at 14 Dexter Ave. 


New Charleston, S. C., Salon 

CHARLESTON, S. C.—Turquoise, 
red and beige are combined in the 
decorative scheme of the newly 
opened Jack Kramer Shoe Salon at 
310 King St., here. 

Mr. Kramer, who moved after 15 
years at another King Street ad- 
dress, opened a modern salon that 
features indirect hghting built into 
the acoustical ceiling; turquoise 
walls, red carpets and assorted tur- 
quoise and beige seats. The new 
shop also has a 20-foot-long hand- 
bag and accessory bar. The stock is 
exposed on open shelving around 
three walls of the store. 

The store also got another owner 
in the move. Mr. Kramer went into 
partnership with Lee Shurin, for- 
merly of New York City. Mr. 
Kramer has 32 years’ experience in 
shoe retailing and Mr. Shurin has 
been retailing shoes for 21 years. 

The shop features women’s shoes 
at discount prices. 


DeShields - Larson Shoes has 


added a downtown store (122 Mont- 
gomery St.) in Montgomery, Ala., 





Looking for VALUES? 


Look for WEIL 


Quality Cancellations and jobs of Na- 
tionally Advertised, Branded Shoes for 
Women, Men and Children 
1,000 Styles in Sizeable Quantities .. . 


All at a Price! 


m.k. weil shoe company 


April 15, 1960 


M. K. WEIL 
SHOE CO. 


Factory 
Fresh 
Footwear 
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in addition to its suburban stores 
in Normandale and Eastbrook. The 
firm specializes in corrective and 
orthopedic shoes but also offers 
regular lines for the family. San- 
ders A. Smith, with 15 years in 
local shoe retailing, will manage 
the downtown store. 

* © - 

Metzger Brothers, Inc., celebrated 
its 40th year in Mobile, Ala., by 
adding a new store with a formal 
opening at which no merchandise 
was offered for sale. The new store 
features a men’s shoe department 
managed by Claude Johnson. Lo- 
cated in the men’s clothing depart- 
ment on the second floor, the shoe 
section has a seating capacity of 
25 and is decorated in a men’s club 
atmosphere. 

e . + 

The “99” Shoe Store—its name is 
taken from its policy of pricing 
has opened in Griffin, Ga. The op- 
erators, Mr. and Mrs. Everett Dale, 
feature women’s popular price lines. 

+ . e 

The Pic ’N Pay organization’s 

first store in the Atlanta area has 
(CONTINUED ON NEXT PAGE) 
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. -.. at the Shows! 


| © Southeast Shoe Show, Atlanta....... April 23-27 

| Piedmont Hotel, Parlor D 

| © St. Louis Shoe Show, Our Office........May 1-5 
1215 Washington Ave. 


| © Popular Price Show, New York..........May 1-5 


terre VOR 


Hotel New Yorker, Rooms 1650-1-2 
| © Southwest Shoe Show, Dallas..........May 7-11 
Adolphus Hotel, Room 1009 


© Los Angeles Shoe Show..............May 14-18 
Alexandria Hotel 


Quality Shoes Since ‘32 


SAMPLE ROOMS: i 
Los Angeles * New York 


1215 Washington Ave., Saint Louis 3, Mo. 
“WHILE IN TOWN... SEE WEIL” 





been opened at 5255 Buford Hwy. 
in the Pinetree Plaza Shopping 
Center. The store, which features 
self-service, has 6000 square feet of 
space and an initial inventory of 
27,000 pairs on display. Victor Sil- 
berstein manager of the new 
outlet. 


is 


Butler's second store in the Or- 
lando, Fla., area has opened in the 
new $5 million Orange Blossom 
Shopping Center. Now the chain 
has 29 stores in the state. John 
Ingram manages the new unit. 


for quality shoes at 


Mowrey’s Shoe Center, a self- 
service operation with shoes dis- 
played on wall shelves and on large 
center islands, has opened in Ida- 
bel, Okla. The store is operated by 
Bradley Mowrey. 

* e - 

The Shoe Center, newly opened 
in the Northgate Shopping Center 
at Tucson, Ariz., is the second store 
in Tucson to be operated by Nathan 
Rakita. His other outlet is in the 
Pueblo Plaza Shopping Center. 
Manager of the new unit is Ralph 
Goldstein. 
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sensible price! 





Shaw’s unique combination 
of high quality and moder- 
ate price gives you men’s 
shoes you are proud to sell! 
Our famous Trade Builder 
way of supplying you with 
OVERNIGHT service 
from over 60 Shaw distrib- 
utors all over the country, 
insures you shoes when you 
want them! You can com- 
bine low inventories with 
high profits, using the Shaw 
Trade Builder plan. 


Write Today 


for the name of your nearest Shaw 
Trade Builder distributor, and our 
new Spring-Summer folder and 
catalog, showing our 
_ complete line of men's 
casual, dress, work and 

comfort shoes. 
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TRACY 


Here’s the very newest in black slip-on casuals. 
Inverted stitch on vamp with CUMMERBUND 
SADDLE EFFECT that adds a most distinctive 
touch. Nylon stitched, steel arch, nuclear out- 
sole, rubber heel, on our fine-fitting No. 15 
Combination last. Also available in SHADOW 
ANTIQUED tan, as BARRY. IN-STOCK to retail 
profitably at $10.95-$11.95. 


NATIONALLY ADVERTISED 
IN 


MECHANICS Outdoor Life 
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“Over 38 Years of; Quality Shoemating” 
M. T. SHAW, Inc., Coldwater, Michigan 
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What's New 


Packaged Bows Can Be 
Added to Shoe by Pressing 


A QUICK, simple way to restyle 
women’s shoes is provided by Stic- 
Ornament, a new product of Mod- 
ern Orthopedic Appliance Company, 
New York. The customer is enabled 


Stic-Ornament is marketed in a package 

containing three sets made of varied 

colors and leathers. One set may have 

a pair in black patent, one in navy calf 
and another in black suede. 


to add a bow to her shoes—or hand- 
bags or belts—simply by pressing 
the ornament on the surface de- 
sired. 

An adhesive on the back of the 
bow holds it firmly. But the com- 
pany says the bow can also be 
easily removed and will leave no 
mark. 


Slide Fastener Introduced 
In Servus Insulated Boot 


THE Servus Rubber Company, 
Rock Island, IIl., announced the in- 
troduction of a slide fastener in 
their insulated hunting pac to re- 
place the eight-eyelet lacing pre- 
viously used. 

Additional thickness in the pocket 
of the slide fastener has been de- 
veloped to maintain the warmth of 
the insulated pac, a successful boot 
for hunting for the past five years. 
It is anticipated that the slide fast- 
ener will make it more generally ac- 
cepted for wear by service station 
attendants, at football games and 
wherever an _ insulated boot is 
needed. 
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System Processes Bottom 
Stock Almost Automatically 


A NEARLY automatic method of 
processing bottom stock, new to this 
country, is being introduced by a 
recently organized company, Midg- 
ley Shoe Systems, Inc., of Nashua, 
N. H. 

Said to be the first step toward 
automation in the shoe factory stock 
fitting room, the processing of inner- 
soling and outersoles —either of 
leather or of synthetic compositions 
—is done on an extremely flexible 
machine which combines many stock 
fitting operations into one operation. 

Midgley Shoe Systems is the 
American licensee for these ma- 
chines, which will be imported from 
Great Britain. In that country, as 
well as in Australia and New Zea- 
land, the Midgley System has been 
used for several years. It is cur- 
rently being adapted to American 
methods of production. 

Officers of the Nashua company 
are: Abraham Horowitz, president; 
Robert L. Horowitz, executive vice- 
president, and Robert M. Lehner, 
treasurer. Abraham Horowitz is 


president also of the Brockton Cut 
Sole Corporation and Robert Horo- 
witz is an executive of that firm. 
Mr. Lehner is president of the Lynn 
Innersole Company. 


Sole to Go with Medium Heels 


A NEW three-quarter Tru-Glide 
sole for use on medium-heeled shoes 
for women has been added to the 
line of the American Biltrite Rub- 
ber Company, Chelsea, Mass. It is 
available in four sizes in a range of 
popular colors. The new sole, the 
company says, makes it possible for 
shoe manufacturers to add an im- 
portant comfort selling feature. 


Patent Leather Renewer 


A NON-INFLAMMABLE patent 
leather renewer has been added to 
the Hoffco shoe care product line of 
Harri Hoffmann Company, Ince., 
Milwaukee. The product is said to 
dry to a high luster without buffing 
and to be absolutely harmless to 
plastic heels. Packaged in a four- 
ounce container, the patent leather 
renewer will be sold only where 
shoes are sold or serviced. 


e Betail Sales Aids 
Steel Self-Selection Rack 


Tubular steel rack suitable for self-se- 
lection use or for sale merchandise is 
a product of Lustra-Cite Industries, Inc., 
Brooklyn. I4#s angled shelves will hold 
all types of shoes, and boxes too. The 
shelf assembly is collapsible and the 
base legs are removable. Unit is 75" 
high; shelves are 10" by 45". 
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e About Shoe People 


Clifford O. Anderson, president 
of G. R. Kinney Corporation, is 
serving as chairman of the boots 
and shoes division of this year’s 
American Red Cross campaign in 
Greater New York. Goal of the 
drive is $5% million. 

J oe o 

Ward Melville, chairman of the 
board of Melville Shoe Corporation, 
New York, has been named by the 
Columbia University Alumni Asso- 
ciation to receive the 1960 Alexan- 


der Hamilton Medal. The award is 
given annually to a former Colum- 
bia College student or faculty mem- 
ber “for distinguished service in 
any field of endeavor.” Mr. Melville 
will receive the medal at a dinner 
April 27. 
es . oa 

Harold R. Goldberg, vice-presi- 
dent and general manager of the 
Evangeline Shoe Company, has re- 
tired as president of the Manches- 
ter (N.H.) Chamber of Commerce. 








A magic wand touches 
your shoe sales when you 
feature Calumet's magic 
number shoes. A low retail 
price - only $8.95 a pair 
- plus Calumet's “eyes- 
right"’ styling creates a 


whole new market for you. 


Ask to see the complete 
Calumet line ... now from 
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WISCONSIN 


Abe Caswell, president of Cas- 
well Shoes, Inc., Lynn, Mass., manu- 
facturer, visited shoe factories in 
France, Italy and Spain during a 
recent two-week trip abroad. 


Harry S. Manzer has been ap- 
pointed manager of the Nunn- 
Bush shoe department of Ken- 
nedy’s, Inc., Lynn, Mass. Formerly 
he had been with Stone’s Shoe 
Store in Lynn for 20 years. 


George R. Sweet, an Endicott 
Johnson Corporation executive, has 
been appointed to the State and 
Local Tax Committee of the Tax 
Executives’ Institute, Inc. This is 
a national organization of corpo- 
rate tax administrators which stud- 
ies taxation laws and advises indus- 
try. Mr. Sweet is supervisor of 
general and tax accounting for En- 
dicott Johnson. 

= e 2 

Robert McCormick has been pro- 
moted to buyer of women’s bet- 
ter and budget shoes and children’s 
shoes at The Edward Malley Com- 
pany, New Haven, Conn. Thomas 
Ryan, men’s clothing buyer, will 
purchase men’s shoes. 

* : * 

Stanley Weiss, former leased shoe 
department  oper- 
ator and now vice- 
president of Holt 
Enterprises, _ Inc., 
New York, has 
been named to head 
the licensing pro- 
gram for Jacques 
Heim Accessories. 
The program in- 
cludes hosiery, lin- 
gerie and _ other 
boutique merchan- 
dise created in Paris from Heim 
designs. Mr. Weiss formerly owned 
the shoe departments in Hearn’s De- 
partment Stores, New York, includ- 
ing what was said to be the oldest 
leased footwear department in the 
U. S. He left in 1950 and later was 
vice-president and general manager 
of Schiaparelli, Inc. 


STANLEY WEISS 


Miss Millicent Dandie, formerly 
affiliated with National Shoes, Inc., 
has joined Fruit of the Loom Cor- 
poration as director of advertising 
and promotion for the company’s 
licensed products division. 
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Miss Dorothy McDonough, named 
“Miss Smiling Ankles” last year in 
a New York City contest sponsored 
by the National Shoe Institute, vis- 
ited Boston as the guest of the New 
England Shoe and Leather Associa- 
tion. She gave TV and in-person 
demonstrations of glamour fashions 
including after-dark footwear. 

e = e 

Philip Selzer, who retired re- 
cently as a Gimbel 
Brothers shoe 
buyer after 36 
years with the 
Philadelphia 
department store, 
was honored by 
the firm at a tes- 
timonial dinner 
April 7. Mr. Sel- 
zer, who is 74, 
spent 60 years in 
the shoe business. 
He started as a stockboy in Cin- 
cinnati, became a shoe traveler at 
age 17, and later worked for a 
Chicago retail firm before joining 
Gimbels. 


PHILIP SELZER 


Arthur R. Campbell, Jr., has been 


named divisional merchandise man- 
ager for men’s, women’s and chil- 
dren’s shoes as well as boys’ cloth- 
ing and furnishings, men’s furnish- 
ings and men’s sportswear for Watt 
& Shand, Lancaster, Pa., depart- 
ment store. He also continues as 
buyer for the three shoe depart- 
ments and the boys’ department. 
a e 6 
Frank R. Kline, an executive of 
Lustig’s, Inc., Youngstown, O., shoe 
retail group, has been re-elected to 
a seventh term as chairman of the 
Youngstown Park and Recreation 
Commission. 
e e o 
Marvin Diamond is now buyer of 
all ladies’ shoes in Gimbels, Mil- 
waukee. He formerly was buyer of 
budget shoes for the main-floor de- 
partment. In a revamping of the 
store’s setup, Marvin Myslis, for- 
mer second-floor ladies’ shoe de- 
partment buyer, was transferred to 
handbags. 
* e 2 
Tom Bogan, who has been in the 
shoe business in Peoria, IIl., for 
over 30 years, is now associated 
with James Crawford in managing 


The Shoe Salon. Mr. Bogan is a 
former president of the Peoria Shoe 
Retailers Association. 
. * 6 
Morton R. Izen, 
shoe merchandise 
| manager of Sears, 
Roebuck & Com- 
pany at its Chi- 
cago headquar- 
ters, is serving as 
chairman of the 
shoes group of 
the Chicago busi- 
ness division, 
American Cancer 
Society. He was 
responsible for obtaining workers 
to canvass the shoe industry dur- 
ing the Crusade’s April fund drive. 
* 


4 
MORTON R. IZEN 


John Moore, buyer of men’s shoes 
and fashion coordinator of the 
men’s store for L. S. Ayres Com- 
pany, Indianapolis department 
store, has in addition been named 
buyer for the store’s student shop. 

. & e 

Hartley C. Harrison has sold his 

interest in Harrison Shoes, Inc., 
(CONTINUED ON NEXT PAGE) 
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About Shoe People... 


Royal Oak, Mich., retail firm, to 
James Houk. Allen W. Friesner, 
vice-president, continues as man- 
ager. The store moves this month 
to a new site across the street from 
the old location. 
a - o 

Herbert Kampfert has _ been 
named manager of the R&H Shoe 
Company’s Saginaw, Mich., store. 
He formerly managed the Bay City, 
Mich., unit. 


Clifford Ferguson has been made 
supervisor of the women’s shoe de- 
partment in Powers’ new Highland 
Village store in St. Paul. He for- 
merly was with the parent store in 
downtown Minneapolis and the su- 
burban Knollwood store. 

e e e 

Floyd Allen has bought the Star 
Shoe Company, Eldora, Iowa, from 
Matthew Greensweig and will op- 
erate it as Allen’s Shoes. Mr. Allen 
has been in the shoe business for 
13 years, operating stores for the 
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Brown Shoe Fit Company. For the 
last six years he had charge of the 
shoe department at the J. F. Stamp- 
fer department store in Dubuque, 
Towa. 

a e J 

Alvin Levine, manager of a Char- 
lotte, N. C., shoe store, earned new 
friends and nationwide publicity 
last month by adding tire chains to 
his merchandise —if only tempo- 
rarily. Late-winter snowstorms had 
struck the city and chains were 
selling at highly-marked-up prices. 
So Mr. Levine hired a plane to haul 
in 750 sets of the chains from Phila- 
delphia, then sold them at “just a 
slight markup.” A _ wire service 
circulated the story of his enter- 
prise. 

- e * 

G. H. Bazemore, formerly in the 
downtown Macon, Ga., unit of Bur- 
ton Shoe Stores, has been trans- 
ferred to Savannah, Ga., as store 
manager. 

w . e 

Bill Boswell, former manager 
and buyer for the Macon (Ga.) 
Shoe Company, has been appointed 
manager of the Frank Brooks Shoe 
Store in Macon. He succeeds J. W. 
Rycroft, who died in January. Mr. 
Boswell spent 16 years with Macon 
Shoe Company. 


L. E. (Ed) Tuffly, president of 
Krupp & Tuffly, Houston’s oldest 
family shoe store, was re-elected 
treasurer of the Houston Retail 
Merchants Association § recently. 
This is his fourth year in the post. 
Mr. Tuffly was also named a director 
for a two-year term, while Charles 
Sussman, a partner in Vogue Shoes, 
was named a director-at-large with 
his term expiring in 1961. 


B. H. Beverly has been appointed 
shoe stylist and buyer for the main 
Jack Morton Shoe Store in Austin, 
Tex., as well as the firm’s two sub- 
urban outlets. 

e a 

Bill Tichenor, owner and man- 
ager of Bill’s Shoe Shop in Corpus 
Christi, Tex., has purchased a moc- 
casin manufacturing company at 
San Angelo, Tex. 


R. K. Carman has retired from 
shoe retailing after 42 years in 
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business in Bartlesville, Okla., 
where he operated Carman’s Shoe 
Store. His father, E. C., founded 
the store in 1900, before Oklahoma 
became a state. The store will be 
continued under the management 
of R. P. Varner, who held that post 
for the last 13 years. New owners 
are C. N. Crum and C. N. Crum, Jr., 
of Oklahoma City. 


Harry E. Fontius, Jr., general 
manager of Fontius Shoe Company, 
which operates retail stores in Colo- 
rado, was elected third vice-presi- 
dent of the Denver Retail Mer- 
chants Association for 1960. He is 
also a holdover member of the as- 
sociation’s board of directors. 


William Pantuso, who has been 
in the retail business in Grand 
Junction, Colo., for 30 years, has 
sold Pantuso’s Smart Footwear to 
Don D. Foster. Mr. Pantuso said he 
had no definite plans for the future. 

© * o 

Ronald J. Brown has been named 
manager of the GallenKamp unit in 
Salem, Ore. He formerly was with 


GallenKamp’s Corbett Building shop 
in Portland, Ore. 


Fred W. Gerlach, who operates a 
custom-made shoe store at 20-22 
Second St., San Francisco, has cele- 
brated his 86th birthday and his 
65th year in business. Mr. Gerlach, 
who commutes to work each day, 
says he plans to retire when he 
reaches the age of 100. 

2 * * 

Harry Karl, millionaire shoe 
chain operator, has donated $250,- 
000 to the City of Hope to set up 
an institute for advanced learning 
in medical science. 


Herb Uffer, who has been con- 
nected with the Kar] Shoe Stores of 
California for 14 years, has been 
named manager of the firm’s Red- 
lands, Calif., store. 


Fred Briggs, buyer of better- 
priced women’s footwear at Bul- 
locks Santa Ana, Calif., store, 
moved into a new post as assistant 
women’s footwear buyer at I. Mag- 
nin & Company, Los Angeles. Fill- 


ing Mr. Briggs’ position at Santa 
Ana was Gene Mott, formerly buyer 
of Collegienne footwear. He was in 
turn succeeded by Joseph Moore, 
brought over from Bullocks West- 
wood, where he had been a sales- 
man in women’s footwear. 


Ellery Wybrow, formerly man- 
ager of Leeds Shoes in Tacoma, 
Wash., an Edison Brothers affiliate, 
has been named manager of a new 
Baker’s unit at 715 Nicollet Ave., 
Minneapolis. The store opened 
March 31. 


In Allied Fields... 


Jacob Lander, treasurer of the 
Step-Along Products Company, Bos- 
ton, national distributor of Ripple 
Soles to shoe repairmen, has left on 
an extended trip to Europe and the 
Middle East. He is promoting Rip- 
ple Soles in shoe repair shops 
abroad. 

i e ao 


Dr. Harold G. Turley, research 
(CONTINUED ON NEXT PAGE) 
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associate of Rohm & Haas Com- 
pany, Philadelphia chemical firm, is 
appearing as a visiting lecturer at 
Lowell Technological Institute, Lo- 
well, Mass., under the sponsorship 
of his company. He is discussing 
various aspects of leather technol- 
ogy in a two-day span each month 
during the spring semester, which 
ends May 15. 
e o o 

Phil De Marco, a veteran Griffin 
shoe polish sales- 
man, was pre- 
sented with a 
gold watch honor- 
ing him on 50 
years’ service. 
Making the pres- 
entation was E. A. 
(Gene) Lesher, 
vice president- 
sales for Boyle- 
Midway division 
of American Home 
Products Corporation, makers of 
Griffin. Mr. De Marco started in the 
shipping department at $6 a week, 
got his big break when he was 
given the New York-Brooklyn sales 
territory. 


PHIL DE MARCO 


«Trade Literature 


Volume Shoe Buyers 
Are Listed by PPSSA 


THE ninth edition of “A Direc- 
tory of Volume Shoe Buyers” has 
been published by the Popular Price 
Shoe Show of America on the eve 
of its May 1-5 showing in New 
York. Show Managers Maxwell 
Field and Edward Atkins said copies 
are being mailed to members of the 
popular price shoe industry. 

The 110-page directory contains 
several thousand listings of mer- 
chandise managers and buyers for 
leading distributors of footwear. It 
is arranged geographically and by 
categories of merchandise. Depart- 
ments include men’s and boys’ shoes; 
women’s and misses’ shoes; chil- 
dren’s footwear, and waterproof and 
tennis footwear. 

Buying headquarters are given for 
shoe chain. stores, mail order 
houses, departments, variety chains, 
discount operators and wholesalers. 
Along with the names of buyers and 
their categories are listed the ex- 


tent of their price line responsibili- 
ties and an indication of the size of 
their operation. 

There is no charge for the direc- 
tory. Requests may be addressed to 
PPSSA at either of two offices: 51 
East 42nd St., New York 17, or 210 
Lincoln St., Boston 11. The PPSSA 
is jointly sponsored by the New 
England Shoe and Leather Associa- 
tion and the National Association of 
Shoe Chain Stores. 


Shoe Care: How and Why 


THE Kiwi Polish Company, Potts- 
town, Pa., combines useful instruc- 
tion, fact and fable in a recently 
published booklet on shoe care. The 
publication is intended for point-of- 
sale distribution as a promotion for 
Kiwi polishes and dressings. 

The booklet instructs the consumer 
on the benefits of shoe care and tells 
how to clean, shine, wet-proof and 
retouch shoes. The history of polish 
(and of the Kiwi bird) is sketched. 
Also included are curious 
stitions about shoes. 
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St. Louis Producers 
Await Re-Order Deluge 


ST. LOUIS — Producers continue 
to find Spring of 1960 leaving a lot 
to be desired. Topping their lists of 
desired items is a heavier flow of 
mail orders and _ re-orders. 

Local manufacturers are recon- 
ciled to the fact that severe 
weather coast-to-coast cut down 
the normal pattern of spring foot- 
wear sales at retail. Inventory 
piled up in most outlets. Since 
dealers’ re-order and fill-in needs 
were pared to the bone, producers 
have had no choice but to wait out 
the upturn in retail activity. 


Retail Pace Stimulated—Nation- 
ally, the upturn came just as 
March ended. Reports from manu- 
facturers’ sales representatives in- 
dicate that blue skies stimulated 
the retail pace in all sections ex- 
cept the Northeast and East Coast. 
Since retailers are compressing two 
months’ selling into a little more 
than two weeks, a flood of re-orders 
may possibly hit all at once, pro- 
ducers say. Juvenile houses will be 
most vulnerable. Spokesman for 
one children’s maker observes that 
the anticipated flood of orders will 
tax shipping facilities, with all re- 
tailers requesting immediate de- 
livery. 


Dealers Worry—A few women’s 
fall lines went out into the terri- 
tories the first Monday in April, a 
week earlier this year than last. 
tesponse was listed as noncom- 
mital. Salesmen found dealers wor- 
riedly eyeing their shelves piled to 
the ceiling with spring pairs, and 
only slightly receptive to fall 
thinking and planning. By May 1, 
however, and the opening of the 
Shoe Market of America in St. 
Louis, dealer inventories should be 
well under control and seasonal en- 
thusiasm for fall lines stimulated. 

Trimfoot Company, Farmington, 
Mo., is currently building an addi- 
tion to its plant. On completion in 
July, the factory will exceed 150,- 
000 square feet of space on one 
floor. The new section of 20,000 
square feet will provide working 
area for an additional 100 persons. 
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NE Stock Departments Keep Busy 


BOSTON — The three weeks 
prior to Easter found shipping de- 
partments in New England shoe 
factories busier than the cutting 
rooms. 

Many women’s manufacturers, at 
least those with stock departments, 
were fairly busy filling re-orders 
for dress and casual types in black, 
beige and bone colors. In some 
cases also these orders’ included 
whites for shipment to retail outlets 
in the South and parts of the West 
Coast. 


Some Early Buying — Volume 
manufacturers catering to chains 
and mail order houses report some 
early buying of fall shoes although 
these initial orders were not 
large as had been hoped. Part of 


as 





West Coast Producers 


Expect Business Gains 


LOS ANGELES—The shoe busi- 
ness in Southern California has been 
somewhat slow for the past few 
weeks. However, footwear has not 
been the only line to suffer. All busi- 
ness has been quiet. 

Sales have been steady but noth- 
ing to rave about and they seem now 
to be gaining momentum without too 
much fanfare. 

One manufacturer of soft casuals 
has been doing well with flatties in 
jute materials combining various 
colors. Crepe soles are doing a lit- 
tle better than leather. His thongs 
and sandals of Mylar in all colors 
are doing well for him. 

A manufacturer reported that in 
certain areas bone has outsold patent 
for the first time. He has also had 
several calls for red, which was not 
in the prospectus. Blue remains at 
a comparatively small percentage, 
but brown with its varying shades 
have come in for a big play. 

Stylewise about 85 per cent of the 
orders taken to date have been 
pumps, but most manufacturers look 
for a gradual increase in open shoes 
as the season advances. Vinyls have 
been spotty to date and do not show 
as much strength as last year. 


this early buying activity was com- 
pleted before the April 3 opening 
of the Advance Fall Shoe Market 
Week sponsored by the New Eng- 
land Shoe and Leather Association. 

Detailing of colors led to a minor 
flurry in the leather market with 
a few tanners receiving larger or- 
ders than at any time in the last 
six weeks. Suedes were said to be 
in demand. Blacks and browns 
were the most wanted colors al- 
though some promotional colors 
were included. 


Spotty Conditions — The men’s 
segment of the industry continues 
spotty. Some factories have fair 
backlogs. Others are on a part- 
time basis. Dress shoe manufac- 
turers are the busiest, despite 
which all were actively soliciting 
business at the NESLA show. 

Work shoe factories are ap- 
proaching what should their 
busy season. Although optimistic, 
few believe that capacity produc- 
tion will be reached until later in 
the spring. 


be 


New York Producers 
Plan New Procedures 


BINGHAMTON Orders have 
been slow at most upstate New 
York shoe plants. Their recent ex- 
perience has been roughly com- 
parable to other shoe factories 
throughout the country, where un- 
usually bad weather and a late 
Easter have slowed sales in all seg- 
ments of the industry. 

While manufacturers not 
fully agreed on the reasons why 
business is off and the probable re- 
sults, they are not showing much 
alarm about the situation. There 
is still time for a smart pick-up in 
late orders if the weather breaks, 
according to sales executives. 


are 


450 Laid Off—The Binghamton 
office of the State Labor Depart- 
ment reported 450 shoe workers 
laid off in March due to temporary 
production cutbacks. There was 
also considerable absenteeism in in- 


(CONTINUED ON PAGE 157) 
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EJ ‘Has Awakened,’ Johnson Says 


Endicott Johnson’s president, 
Frank A. Johnson, claims the day 
is gone when the industry could 
call his firm “asleep.” Today, 


he says, EJ has a “new look.” 


ENDICOTT, N. Y.—‘“The sleep- 
ing giant has awakened.” 

Endicott Johnson Corporation’s 
Frank A. Johnson chose those words 
to voice assurance of his company’s 
rejuvenated position in the shoe in- 
dustry. Before an audience of 84 
retiring workers, he sought to sum 
up Endicott Johnson's efforts of the 
past three years to improve its 
profit picture as a prerequisite for 
growth. 

“When I took office as president 
and general manager in February 
1957,” he said, “the common expres- 
sion in the shoe industry was: 
‘Endicott Johnson is a_ sleeping 
giant.’”’ But no more! 


Long-Range Program—The now- 
awakened giant has “a completely 
new look and a farsighted long- 
range program which, with coordi- 
nated team play and aggressive ac- 
tion, will make our critics and com- 
petitors sit up and take notice,” Mr. 
Johnson said. 

In discussing his company’s posi- 
tion, he expressed belief that the 
shoe industry’s “real problem” is 
profits. The industry’s earnings in 
1959 were slightly less than 2 per 
cent of sales, he pointed out. For 
his own firm, meanwhile, profits per 
sales dollar were only about 1 per 
cent. 

“The profits per sales dollar of 
each of our three principal competi- 
tors were much higher than the 
average for the industry and far in 
excess of Endicott Johnson’s,” Mr. 
Johnson noted. (He evidently re- 
ferred to International Shoe Com- 
pany, Brown Shoe Company and 
Genesco, Inc.) 


Cites Competitors’ Acquisitions 
—Endicott Johnson’s president told 
the retiring workers that one way 
the big three competitors have 
grown in recent years—and forged 
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ahead in sales and earnings—is by 
acquisitions. 

The anti-trust suits which some- 
times resulted “naturally deterred 
us from undertaking such acquisi- 
tions,’ Mr. Johnson said. But he 
conceded: “Our competitors’ policies 
of acquisition and decentralization 
have brought them earnings suffi- 
cient to permit them to modernize 
their plants and manufacturing fa- 
cilities much more rapidly than En- 
dicott Johnson.” 


New Plant Will Help—Mr. John- 
son said his company’s establish- 
ment of a modern plant at Acker- 
man, Miss., is a move to “offset 
some of the advantages of the de- 
centralized operations of our com- 
petitors.” In discussing this decen- 
tralization, he referred to competi- 
tors’ plants in rural areas “where 
wages are much lower and benefits 
quite meager.” 

Placement of the Ackerman plant 
was motivated by increased retail 
and wholesale business in the South, 
Mr. Johnson said. The factory will 
strengthen EJ’s product line and 
improve its financial picture, he 
promised. 


Seiberling Lmprovements 


To Cost $3.5 Million in ’60 


AKRON, O.— Seiberling Rubber 
Company’s expansion and improve- 
ment program will cost nearly $3.5 
million this year, 

Construction of a new plant in 
Batesville, Ark., was assured when 
Batesville area voters approved tax 
and bond measures allowing the city 
to aid in financing the plant. The 
factory, expected to cost over $1.3 
million, will turn out shoe products 
and other rubber goods. These items 
are now being made at full capacity 
in other Seiberling plants at Barber- 
ton and Carey, O. 

The company said construction will 
begin this spring. The plant will 
be leased by Seiberling. 

Late last month, the firm also an- 
nounced plans for the largest plant 
modernization program in its his- 
tory, costing about $2 million. 


Out-of-State Sellers 
Must Collect Use Tax 


WASHINGTON, D. C.—The Su- 
preme Court has ruled (8-1) that a 
company doing business in another 
state must collect from its custom- 
ers any “use” taxes that apply to 
the goods shipped into the state. 
Or, the sellers may pay the “use” 
taxes themselves. 

The Court makes it clear that a 
seller may not claim immunity from 
state use taxes by contending that 
it operates no factories, offices or 
warehouses, and employs no work- 
ers, in the states imposing the “use” 
taxes. 

The new ruling affirmed a Florida 
Supreme Court decision against 
Scripto, Inc., makers of pens and 
pencils. Scripto had challenged 
Florida’s demand that the firm col- 
lect use taxes, pointing out that it 
employed no salesmen in Florida. 

The firm sells its products 
through independent jobbers, who 
solicit orders and mail them to 
Scripto to be filled. But the Florida 
Supreme Court ruled that doing 
business with jobbers is sufficient 
contact to require registration as a 
“dealer” and payment of the state 
use tax. 

In ruling in favor of the State, 
the Court said if sellers could evade 
use taxes by making their salesmen 
independent representatives, a 
“stampede of tax avoidance” would 
result. 

Use tax laws are levied in some 
33 states and many cities, includ- 
ing New York. The tax, a companion 
to the sales tax, is designed to pre- 
vent evasion of the sales tax on 
purchases made in non-taxing areas 
and then shipped or taken into the 
taxing area. 


Goodall Appoints Becker 


NEW YORK—Goodall Vinyl Fab- 
rics Company, division of Burling- 
ton Industries, has appointed the 
Samuel H. Becker organization as 
sales agent to the shoe manufactur- 
ing trades, it was announced by 
Robert F. Daughters, vice-presi- 
dent. Becker has sales headquar- 
ters at Neponsit, N. Y. 
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NSTA Adopts Medical 
Plan, Sets Jubilee Fete 


DALLAS—A major medical pro- 
gram, adopted here by officers and 
directors of the National Shoe 
Travelers’ Association, will be 
available to all NSTA members. 
Edmund J. Trench, secretary-man- 
ager of the NSTA, said the plan 
went into effect April 1. 

Under the plan NSTA members 
can obtain medical coverage up to 
$5000 at a special rate, 35 to 40 
per cent less than an individual 
usually pays. 

NSTA held its midyear meeting 
at the Adolphus Hotel with the 
Southwestern Shoe Travelers 
host. 


as 


Anniversary Plans — NSTA is 
celebrating its golden jubilee and 
plans were discussed for holding an 
anniversary banquet at either a 
hotel or night club in Chicago, 
October 24, during the National 
Shoe Fair. About 500 are expected 
to attend, Mr. Trench said. 

As for earlier dates for the Na- 
tional Shoe Fair, the NSTA posi- 
tion remains the same: that the 
Fair dates are too late and the show 
should be held at least two weeks 
earlier than now. 

The officers and directors of 
NSTA also discussed the shoe label- 
ing bill. The organization is op- 
posed to the measure. 


Income Protection Plan—A new 
income protection plan was adopted 
at the conference. This new policy 
makes its premiums more attractive 
to younger members, Mr. Trench 
pointed out. 

In another action, the NSTA 
Benevolent Auxiliary formally 
opened its charter to members be- 
tween the ages of 50 and 60. In the 
first year of operation the auxiliary 
paid 23 death claims, it was re- 
vealed. 


Future Meeting Dates—The 1961 
midyear meeting of NSTA will be 
held March 11-12 with the Mountain 
States Shoe Travelers as host. The 
1962 meeting will be on March 31- 
April 1 in Seattle with the Pacific 
Northwest Shoe Travelers as host. 
The Southeastern Shoe Travelers 
extended an invitation for the 1963 
midyear meeting. 

Other NSTA officers at the Dallas 
meeting, in addition to Mr. Trench, 
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were Ben Berwald of Dallas, presi- 
dent; Bill Heaton, Chicago, first 
vice-president; Milt Lewinter, 
Pittsburgh, second vice-president; 
Paul Cook, Minneapolis, treasurer; 
Ted Hinds, Atlanta, past president; 
and Dick Graffis, Los Angeles, past 
president. 

Directors present were Dave 
Klinesmith, Los Angeles; Casper 
Lane, Seattle; Tex Lindley, Denver; 
Keith McCarthy, St. Paul; George 
Hansen, Chicago; Clyde William, 
Indianapolis; Curtis Johns, De- 
troit: Les Abrams, Cleveland; Sum- 
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ner Goodwin, Pittsburgh; Ted 
Feret, Boston; Ernie Miller, Ashe- 
ville, N. C., and Rudy Baum, Dallas. 


Price of Heel Powder Is Cut 


PHILADELPHIA—Rohm & Haas 
Company, plastics and chemicals 
maker, has reduced the price of its 
high-impact acrylic molding powder 
for heels, Implex. The reduction 
amounts to about 17 per cent for 
natural material and 19 per cent for 
pigmented grades, the company said. 
Recently the firm has expanded its 
facilities for making the powder. 
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Allied Show Surveys Manufacturers: 


Trend Seen to Earlier Seasonal Openings 


NEW YORK —A growing trend 
toward earlier introduction of sea- 
sonal lines was revealed in a “spot 
survey” conducted by officials of 
the Allied Shoe Products Show. 

Some 21.5 per cent of the com- 
panies surveyed plan to make up 
and introduce their spring 1961 
lines one to four weeks earlier than 
the “traditional” launching dates, 
according to Clarence R. Heyde, 
executive director of the show. He 
said this trend is one of the reasons 
why the Allied Show is now being 
held two months earlier than in 
the past. 

(The next show is set for Mon- 
day to Thursday, June 20-23, at 
the Sheraton-Atlantic Hotel, New 
York.) 


Key Centers Surveyed — The Al- 
lied Show’s survey took in seven 
major shoe producing centers: Bos- 
ton, St. Louis, New York-Brooklyn, 
Milwaukee, Chicago, Pennsylvania 
and Ohio. Some 235 manufacturing 
firms were included. 


Over the past two years, an ap- 
preciable number of other pro- 
ducers have also advanced their 
seasonal opening dates, Mr. Heyde 
said. 

The trend is said to be strongest 
in the women’s shoe field, followed 
by men’s and juvenile style lines. 


Why Earlier? — Comments given 
in the survey revealed these reasons 
for the advanced openings: The 
change affords a better chance to 
field-test new lines with selective 
buyers, and to make readjustments 
before the mass opening. For manu- 
facturers and retailers alike, the 
selling period is longer. 

There is opportunity for the re- 
tailer to carry on early market test- 
ing on early-bird customers—with 
the chance to reorder accordingly. 
And the manufacturer, less pres- 
sured by limited seasonal produc- 
tion time on new lines, can do a 
better job of production scheduling, 
supplies and materials buying, cost- 
ing, quality control and deliveries. 





Roblee Develops Display for ‘Glove-Soft’ Line 


FOR YOUR FOOT 


Window display available from Roblee division of Brown Shoe Company, St. Louis, 

uses three-dimensional head of a Palomino horse to call attention to glove-soft 

features of Roblee's Palomino patterns. The background is finished in warm wood 

tones, with rustic rope edging. Three-tiered step unit plays up the selling points 

of the leather. Spring patterns displayed in the suggested window include slipons, 
three-eyelet ties and low ankle boots. 
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Imports Hit Another Field: 
No Tariff Relief for 
Glove Manufacturers 


WASHINGTON, D. C.—The U.S. 
Tariff Commission has denied re- 
lief to another U. S. industry—the 
depression-hit glove trade. Sen. 
Kenneth B. Keating (New York Re- 
publican) attacked the Commission 
decision in a Senate speech, and 
asked pointedly if glove makers 
must “faint in the breadlines” be- 
fore the government wakes up to 
the damage caused by imports. 

The Tariff Commission in recent 
years has recommended relief for 
domestic industries in very few 
cases. Some congressmen _ have 
charged that the Commission seems 
more interested in writing reports 
that are pleasing to President Eisen- 
hower than in facing up to the fact 
that many U. S. industries are being 
weakened by big-volume imports. 

Mr. Eisenhower has made it clear 
that he does not want to see tariffs 
increased except in unusual condi- 
tions. But the question is being 
raised in Congress as to how se- 
verely U. S. industries must be in- 
jured before the Tariff Commission 
and the White House recognize the 
serious problems arising from 
closed factories and dwindling pay- 
rolls. 

Sen. Keating, in commenting on 
the Tariff Commission’s decision in 
the glove case, pointed out that 
glove imports have risen from 29 
per cent to 63.8 per cent of the 
domestic market in the past six 
years. Leather glove plants in the 
U. S. are closed and their owners 
are bankrupt, Sen. Keating told 
the Senate. 


Central Pa. S&L Outing Set 
HARRISBURG, PA.— The Cen- 
tral Pennsylvania Shoe and Leather 
Association will hold its annual 
spring golf outing Thursday, June 
16, at the Conestoga Country Club, 
Lancaster, Pa. Robert Fleming of 
Waynesboro Shoe Mfg. Company is 
outing chairman. Assisting him are 
Dick Curtis and John Badorf, prize 
committee; Dick Traver and Harry 
Mason, golf committee, and Ray 
Felix and Dick Crews, activities 
committee. ; 
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Chicago Building Doomed; 
Shoe Sales Offices Moving 

CHICAGO—District sales offices 
of a number of shoe manufacturing 
firms are being relocated to make 
way for the razing of a building 
at 209 §. State St., in Chicago’s 
Loop. Demolition will start about 
October 1. A municipal building 
will be erected on the site. 

Both Genesco, Inc., and the Queen 
Quality division of International 
Shoe Company will move their of- 
fices to 22 W. Madison St. around 
July 1. 

Among the other companies forced 
to move from the State Street loca- 
tion are Carefree Footwear, Inc., 
Swan Shoe Company, Mondl Manu- 
facturing Company, Inc., Dunn & 
McCarthy, Inc.,. Deevers Shoe Com- 
pany and Stylecrest Footwear, Inc. 


Plastic Footwear Firm Sold 


MONTREAL—Mailman Corpora- 
tion of Montreal is buying Koroflex 
Plastics, Brampton, Ont., manufac- 
turers of rain and winter plastic 
footwear, from B. F. Goodrich Can- 
ada, Ltd. 


Canadians’ Hope at FMC: Higher Productivity 


NEW YORK—Canadian shoe ex- 
ecutives who attend the North Amer- 
ican Factory Management Confer- 
ence May 12-16 will be looking for 
ways to offset rising production 
costs through increased productiv- 
ity. 

This will be the first year that the 
National Shoe Manufacturers Asso- 
ciation will hold the Cincinnati con- 
ference in conjunction with the 
Shoe Manufacturers’ Association of 
Canada. Canadian delegates will 


take an active part in all the tech- 
nical sessions. Several of them will 
head panel and forum discussions. 


Seeking Solutions—Pau! Samson, 
president of the Canadian manufac- 
turers’ group, said his countrymen 
are coming to Cincinnati “in search 
of solutions to our many and varied 
problems dealing with production 
and factory management. Cincin- 
nati will ffeshen our thinking. .. .” 

Mr. Samson said that although 
productivity per shoe worker has 
improved in Canada in the past two 
decades, greater application of mod- 
ern techniques can step up the pace. 


In 1957, annual pairage output per 
production employee amounted to 
2101 in Canada versus 2708 in the 
o. Ss. 

Imports Swelling—Today the Ca- 
nadian shoe industry is plagued by 
mounting imports, which comprise 
close to 10 per cent of the market. 
According to Mr. Samson, this situ- 
ation coupled with the likelihood of 
a wage increase this year makes it 
imperative “to keep our rate of pro- 
ductivity a big step ahead of our 
rate of rising costs.” 

Mr. Samson is president of J. E. 
Samson, Inc., Quebec City. 


It’s ‘Lassie Footwear’ Now 


NEW YORK — Lassie Slippers, 
Inc., importing firm, has officially 
changed its name to Lassie Foot- 
wear, Inc., in keeping with its ex- 
panded operations. Mrs. Terry Iles, 
head of the firm, said the change 
“was necessitated by the developing 
of a line of shoes called Lady Iles of 
Mayfair, and our heel boots and 
flats.” Mrs. Iles said the old name 
had been a source of confusion. 
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Trend Seen to Earlier Seasonal Openings 


NEW YORK —A growing trend 
toward earlier introduction of sea- 
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said. 

The trend is said to be strongest 
in the women’s shoe field, followed 
by men’s and juvenile style lines. 


Why Earlier? — Comments given 
in the survey revealed these reasons 
for the advanced openings: The 
change affords a better chance to 
field-test new lines with selective 
buyers, and to make readjustments 
before the mass opening. For manu- 
facturers and retailers alike, the 
selling period is longer. 

There is opportunity for the re- 
tailer to carry on early market test- 
ing on early-bird customers—with 
the chance to reorder accordingly. 
And the manufacturer, less pres- 
sured by limited seasonal produc- 
tion time on new lines, can do a 
better job of production scheduling, 
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Window display available from Roblee division of Brown Shoe Company, St. Louis, 

uses three-dimensional head of a Palomino horse to call attention to glove-soft 

features of Roblee's Palomino patterns. The background is finished in warm wood 

tones, with rustic rope edging. Three-tiered step unit plays up the selling points 

of the leather. Spring patterns displayed in the suggested window include slipons, 
three-eyelet ties and low ankle boots. 
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Imports Hit Another Field: 
No Tariff Relief for 
Glove Manufacturers 


WASHINGTON, D. C.—The U.S. 
Tariff Commission has denied re- 
lief to another U. S. industry—the 
depression-hit glove trade. Sen. 
Kenneth B. Keating (New York Re- 
publican) attacked the Commission 
decision in a Senate speech, and 
asked pointedly if glove makers 
must “faint in the breadlines” be- 
fore the government wakes up to 
the damage caused by imports. 

The Tariff Commission in recent 
years has recommended relief for 
domestic industries in very few 
cases. Some congressmen _ have 
charged that the Commission seems 
more interested in writing reports 
that are pleasing to President Eisen- 
hower than in facing up to the fact 
that many U.S. industries are being 
weakened by big-volume imports. 

Mr. Eisenhower has made it clear 
that he does not want to see tariffs 
increased except in unusual condi- 
tions. But the question is being 
raised in Congress as to how se- 
verely U. S. industries must be in- 
jured before the Tariff Commission 
and the White House recognize the 
serious problems arising from 
closed factories and dwindling pay- 
rolls. 

Sen. Keating, in commenting on 
the Tariff Commission’s decision in 
the glove case, pointed out that 
glove imports have risen from 29 
per cent to 63.8 per cent of the 
domestic market in the past six 
years. Leather glove plants in the 
U. S. are closed and their owners 
are bankrupt, Sen. Keating told 
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Shoe Sales Offices Moving 

CHICAGO—District sales offices 
of a number of shoe manufacturing 
firms are being relocated to make 
way for the razing of a building 
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Loop. Demolition will start about 
October 1. A municipal building 
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Both Genesco, Inc., and the Queen 
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ence May 12-16 will be looking for 
ways to offset rising production 
costs through increased productiv- 
ity. 

This will be the first year that the 
National Shoe Manufacturers Asso- 
ciation will hold the Cincinnati con- 
ference in conjunction with the 
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take an active part in all the tech- 
nical sessions. Several of them will 
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Seeking Solutions—Paul Samson, 
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turers’ group, said his countrymen 
are coming to Cincinnati “in search 
of solutions to our many and varied 
problems dealing with production 
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Mr. Samson said that although 
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improved in Canada in the past two 
decades, greater application of mod- 
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Imports Swelling—Today the Ca- 
nadian shoe industry is plagued by 
mounting imports, which comprise 
close to 10 per cent of the market. 
According to Mr. Samson, this situ- 
ation coupled with the likelihood of 
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Samson, Inc., Quebec City. 
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Inc., importing firm, has officially 
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panded operations. Mrs. Terry Iles, 
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flats.” Mrs. Iles said the old name 
had been a source of confusion. 
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Speaker and Panel Named for NSMA Merchandising Clinic 


DR. G. HERBERT TRUE 

NEW YORK—The “creative ap- 
proach” to shoe marketing and sales 
planning will be explored at the 
opening of the National 
Shoe Manufacturers Association’s 
seventh annual Merchandising 
Clinic. The clinic is set for June 
21-22 at the Statler-Hilton Hotel, 
New York. 

The opening morning’s session on 
June 21 will feature a talk by Dr. 
G. Herbert True, a noted research 
analyst, and a panel discussion by 
four shoe marketing specialists. 


ABE WEINMAN 


session 


“Creative Thinking’—Dr. True, 
vice-president of the Institute of 





| can’t SLEEP 


. . . toss and turn all night, thinking 
about the few manufacturers who still 
won’t wake up to the fact that 
at least one good Kangaroo 
pattern is the secret of extra sales. 
Genuine Kangaroo is available 

from William Amer Co. 
Surpass Leather Co. 
Ziegel, Eisman Co. 
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BEN SOMMERS HAROLD GESSNER 


Visual Research, South Bend, Ind., 
is a leading exponent of creative 
thinking in business. He will de- 
scribe “The Professional Approach 
to Creativity” and how to apply it 
to better shoe merchandising. 
Abe Weinman, chairman of 
NSMA’s Marketing Committee and 
vice-president of Five Star Shoe 
Company, Inc., Long Island City, 
N. Y., said of Dr. True: “He has 
been credited by hundreds of busi- 
ness and industrial leaders with 
helping them to become ‘idea-inven- 
tive’ and produce fresh, effective 


ideas which really work.” 


JAMES G. MUIR FRED WEBER 


How to Market Fashion—Follow- 
ing Dr. True’s address will be the 
panel discussion on “How to Mer- 
chandise Creative Fashion.” Tak- 
ing part will be Ben Sommers, 
president of Capezio, Inc., New 
York; Harold Gessner, president of 
Oomphies, Inc., New York; James 
G. Muir, vice-president-sales, Wol- 
verine Shoe and Tanning Corpora- 
tion, Rockford, Mich., and Fred 
Weber, president of Weber Shoe 
Company, Tipton, Mo. 

According to Mr. Weinman’s an- 
nouncement, each of the four will 
describe his own experience. 
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Brannock, Hy-Test Depict 


How to Fit Safety Shoes 


ST. LOUIS—The first of a series 
of safety shoe fitting seminars con- 
ducted jointly by Charles F. Bran- 
nock, president of Brannock Device 
Company, and Hy-Test Safety Shoes 
division of International Shoe Com- 
pany was held in New York recently 
during the 30th annual Greater New 
York Safety Convention. 

“Safety Shoe Fitting—How to Do 
It Properly” was the seminar sub- 
ject presented before industrial and 
retail safety shoe personnel. Mr. 
Brannock gave an illustrated talk 
on correct fitting methods and told 
how to use a newly published shoe 
fitting booklet produced by Mr. 
Brannock together with the Hy-Test 
Safety Shoe Company—from whom 
it is available free. 

This New York seminar marked 
the first time that shoe fitting in- 
structions had been provided for 
industry. 

Mr. Brannock’s firm in Syracuse, 
N. Y., makes a scientific fitting de- 
vice, the only such device that mea- 
sures heel-to-ball, heel-to-toe, and 


the width of the foot all at the 
same time. The customer does not 
have to stand when the foot is be- 
ing measured, since the device is 
calibrated to allow for expansion 
of the foot without standing pres- 
sure. 


Pan American Introduces 


Unlined Group from Haiti 

NEW YORK — Pan American 
Modes has introduced a new line of 
unlined leather shoes manufactured 
in Haiti. They will retail at $9.95 
and $10.95 under the name “Cares- 
ga.”’ 

The line will include cork-covered 
wedge heels ranging in height from 
6/8 to 21/8. The opened-up wedgies 
are designed for the more conserva- 
tive customer and will be on 14/8, 
18/8 and 21/8 heels. The younger 
customer will have a choice of wedge 
heels, 6/8 to 8/8, or flat stacked 
leather types, on closed patterns. 

In the firm’s regular Caressa line 
all sock linings will now be in 
“Blushing Pink” unless the color 
clashes with the color of the upper. 


University Gets $150,000 
Gift from Brown Shoe Co. 


ST. LOUIS — Brown Shoe Com- 
pany recently gave $150,000 to St. 
Louis University for the university’s 
150th anniversary development pro- 
gram. Clark R. Gamble, president of 
the shoe company, said no restric- 
tions were placed on the funds except 
that they should be used in the 
“priority needs” campaign now un- 
der way at the university. It is seek- 
ing $18 million in the initial five- 
year priority needs phase of a long- 
range development program, which 
will be completed in 1968 when the 
sesquicentennial is celebrated. 


Sweden’s Output, Sales Rise 

STOCKHOLM — Sweden’s_ shoe 
production rose by 2 per cent in 1959 
to 10.7 million pairs. The country 
has a population of about 7.5 million. 

Imports of footwear increased by 
more than 50 per cent—or by 880,- 
000 pairs—to 2,520,000 pairs. At the 
same time domestic purchases of 
shoes rose 7 per cent to 138,240,000 
pairs. 
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BIG city? small town? 
Each sells more with Medic 


IT’S THE SAME story wherever Medic shoes are sold— 
more sales—bigger profits. That’s because Medic makes 
nationally famous, doctor-recommended Junior Arch 
Preservers. This is the highly profitable, complete line of 
feature shoes for children of all ages. Remember! No 
matter how small your order, Medic can prove of great 
service to you because of know-how in getting doctors to 
send their patients to your store. Make more money— 
the sure-profit Medic way! ...Write today for catalog, 
descriptive literature, FREE BOOKLET , 

on prescription fitting. 


Club Last 


MEDIC SHOE MANUFACTURERS, INC. © PHILADELPHIA 7, PENNSYLVANIA 
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W. L. Kreider Competition 


Increases Branded Volume 


PALMYRA, PA.—A contest con- 
ducted by W. L. Kreider’s Sons Mfg. 
Company, Inc., among its sales rep- 
resentatives during 1959 accom- 
plished its goal: an increase in the 
percentage of branded merchandise 
in relation to the company’s total 
volume. 

W. F. Kreider, president and sales 
said total dollar sales in- 
creased 13.8 per cent in 1959 but 
sales of the Foot-Traits children’s 
brand climbed 20 per cent. 


director, 


The competition was in five parts. 
First prize, a $1000 U.S. bond, went 
to Joe Fischer (Pittsburgh and 
Western Pennsylvania, Eastern Ohio 
and Northern West Virginia) for 
the highest percentage volume of 
Foot-Traits merchandise among 
Kreider salesmen. 

Second prize, a $500 U.S. bond, 
was won by William Bailey (West 
Coast) for the largest number of re- 
tailer conversions from private la- 
bels to Kreider’s own brand. The 
third award, a $100 U.S. bond and 
a stereo record player, went to Har- 
old Reed (Western Ohio, Southern 
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West Virginia, Kentucky, Missouri, 
Indiana and Michigan) for the larg- 
est dollar volume of Foot-Traits 
shoes. 

Kenneth Frankle (Wisconsin and 
Illinois, including Chicago) took 
fourth prize, a stereo record player, 
with the largest number of new ac- 
counts opened with branded mer- 
chandise. I. V. Kreider (Central 
Pennsylvania) captured the fifth 
award, a $100 U.S. bond, with the 
largest number of accounts using 
Foot-Traits promotional aids. 


ISCO to Advertise Men’s 
Shoes on Jack Paar Show 


ST. LOUIS — International Shoe 
Company has become the first shoe 
advertiser to sign with the Jack 
Paar television show. On Tuesday 
and Thursday nights for 15 weeks 
starting this fall, three of ISCO’s 
men’s brands, City Club, Rand, and 
John C. Roberts, will be advertised 
on the program. 

Paar and announcer Hugh Downs 
will deliver the commercials, fea- 
turing one shoe pattern on each 
show. Promotion themes include 
stiletto toes, burnished olive, tex- 
tured leathers, handsewn slipons 
and Thunder - Bucks. Local cut-in 
announcements during Paar’s com- 
mercials are offered by Internation- 
al to shoe retailers stocking the ad- 
vertised shoes. Three retailers from 
each area may participate. 

Strong brand name identification 
will be emphasized when patterns 
are presented on the 128 NBC-TV 
network stations. A pre-Christmas 
promotion is also planned on gift 
certificates. 

Joan Waller, fashion publicist 
for International, says two women’s 
brands, Accent and Vitality, will 
also be advertised by pattern on the 
Paar show. 


Vulcanized Line by Gerbo 


NEW YORK — Gerbo Footwear 
Company has introduced a new line 
of teenagers’ and women’s vulcan- 
ized casuals for fall delivery. The 
line, retailing fer $3 and $4, num- 
bers both lined and unlined styles 
including some boot types. The line 
is being made on Goliath high-pres- 
sure, directed-molded vulcanizing 
machines installed by the Randolph 
Machine Company, Randolph, Mass. 
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P. W. Minor Adds New 


Line for Woman-in- White 


BATAVIA, N. Y.—A_ popular 
price line for women-in-white, la- 
beled Treadeasy “Technicians,” is 
being introduced this spring by P. 
W. Minor & Son, Inc., here. John 
Minor, sales manager and vice- 
president, said there will be six in- 
stock styles including wedges, 
pumps and a Ripple Sole number. 

Introducing the line, the company 
will stress the theme, “Designed by 
Nurses for Nurses.” Features of 
the shoes will include a long inside 
counter, super shanks, a molded 
leather arch, cushion bottom filler, 
anchor eyelet and the company’s 
Venti-Mesh. Retail price range will 
be $9.95-$12.95. 


Goodyear Ad Campaign 


Uses Tires to Sell Soling 


AKRON, O.—‘‘A consumer’s high 
mileage experience with Goodyear 
tires encourages him to try Neolite 
soles and heels on his shoes.” This 
is Advertising Director K. C. Zon- 
sius’ explanation of the thinking be- 
hind a corporate advertising cam- 
paign launched this month by The 
xyoodyear Tire and Rubber Com- 
pany. 

Four-color spreads in the Satur- 
day Evening Post and Fortune mag- 
azine with the theme, “Lots of Good 
Things Come from Goodyear,” will 
run intermittently for the balance 
of 1960. The theme will also be 
applied in other ads and in broad- 
cast copy. 

Said Mr. Zonsius: “Each Good- 
year product helps promote all the 
others.” Tires, Goodyear’s best 
known product, will be mentioned 
equally with the company’s other 
products in an effort to “capitalize 
more on our good name.” 


Yearsley Opens Office 
MILWAUKEE — M. W. Yearsley 
Company, national distributor of 
Persuede, a dry suede cleaner, has 
opened an office at 925 N. Jackson 
St., here. In addition Yearsley has 
added five new colors to the previ- 
ous 12-color line. They are white, 
peach-pink, mustard, yellow and 
light purple. A. J. Bergren Com- 
pany, Chicago, has become Midwest 
distributor for Persuede. 
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St. Louis Trade Group Slates Golf Outing for June 14 


ST. LOUIS—The St. Louis Dis- 
trict Shoe Trades Association has 
set Tuesday, June 14, as the date 
for its annual outing, golf tourna- 
ment and beefsteak dinner. 

Harry Bennigson of Hamilton 
Shoe Company, president of the 
association, said extensive plans 
are being made for the Norwood 
Country Club event. The member- 
ship of the association is now at 
the 1000 mark, including all shoe 
manufacturers in the St. Louis area, 
as well as tanners and their rep- 
resentatives, and personnel of the 
findings industry. 

Mr. Bennigson will act as general 
chairman for the outing. 

Serving on committees are: 

Ticket committee — Robert P. Eber- 
lein, Robert P. Eberlein & Co., chair- 
man; Dwight Coultas, Dwight W. Coul- 
tas Co.; Paul Johansen, Johansen Bros. 
Shoe Co.; Robert Lyons, F. A. Lyons & 
Co. 

Sports committee — Don Martin, 
United Shoe Machinery Corp., chair- 
man; William H. Pegan, Fred W. Mears 
Heel Co.; Gene Barnard, Barnard Shoe 
Industry Supply Co.; Max Gillette, In- 
ternational Shoe Co.; Robert P. Eber- 


lein; Dwight Coultas. 

Prize committee—George H. Curtis, 
Jr., George H. Curtis Co., chairman; 
Frank Proctor, Proctor Counter Co.; 
Julian Samuels, Jr., Samuels Shoe Co.; 
Gene Barnard; Max Gillette. 

Banquet committee—William H. Pe- 
gan, chairman; Don Martin; Paul Jo- 
hansen; Arthur C. Snedden, Shoe Prod- 
ucts Sales Co.; George H. Curtis, Jr. 

Entertainment committee—Arthur C. 
Snedden, chairman; Frank Proctor; 
Julian Samuels, Jr.; Walter Johnson, 
Brown Shoe Co.; David Ward, Trimfoot 
Co. 

Publicity committee—Harry Ben- 
nigson, chairman; Walter Johnson, 
David Ward, Robert Lyons. 


De Marco Shoe Is Renamed 

NEW YORK—The name of De 
Marco Shoe Company, Inc., of Brook- 
lyn, a women’s shoe manufacturing 
firm, has been changed to Ben Gold- 
smith Sons, Inc. According to Ben 
Goldsmith, no other changes are 
contemplated, and the company will 
continue to produce Mackey-Starr 
shoes. Murray Goldsmith is presi- 
dent and Leonard Goldsmith is sec- 
retary-treasurer. 
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LIA Kit Pushes Sales 
Of Men’s Cool Casuals 


NEW YORK—A men’s shoe mer- 
chandising kit prepared by Leather 
Industries of America has been 
supplied to thousands of U. S. and 
Canadian retailers. The kit ties in 
with LIA’s two-page color adver- 
tisement of the “Cool Leather Cas- 
ual” in the May issue of Esquire 
magazine. 

According to LIA, this ad was 
scheduled to spur men’s shoe sales 
during the late spring and early 
summer, when selling normally be- 
gins to lag. Thirty-seven national 
shoe brands are joining in the 
promotion. Each participating man- 
ufacturer is supplying his key 
retailers with “individualized” mer- 
chandising kits, and other kits have 
been mailed by LIA directly to re- 
tailers who requested them. 

Each kit contains a full-color 
reprint of the LIA ad mounted on 
a display card; a window streamer 
and a number of tent fold cards; 
suggested newspaper ads; sug- 
gested window displays, and a 


fashion report on men’s wear. 

Also included in the kit is ma- 
terial alerting the retailer to LIA’s 
shoe gift promotion for Father’s 
Day. That campaign will be touch- 
ed off by an ad in the June issue of 
Holiday magazine. 

. o e 


Spring Styles in Newsreels 


SPRING and summer fashions in 
feminine footwear are portrayed in 
a pair of newsreels being shown this 
month in theatres and on television. 
The newsreels were prepared in co- 
operation with Leather Industries of 
America. 

Coed fashions in shoes, leather 
garments and accessories are high- 
lighted in “Easter Parade Fash- 
ions.” According to LIA, the total 
audience may exceed 27 million. The 
film was included in both the MGM 
and Universal newsreels and telecast 
by CBS-TV on news and women’s 
programs. 

Shoes shown include leather flats, 
stacked heel styles, spectators and 
closed pumps. 

The second reel, showing late 
spring and early summer shoes for 
round-the-clock, will be released late 


this month by 20th Century News- 
reel. Some 9 million persons are 
expected to see it. The film spot- 
lights the “pale, slim look.” 


Former Tweedie Official 


Is Partner in Retail Venture 


ST. LOUIS—Charles W. Carson 
has entered on a retail venture in the 
San Francisco Bay area after resign- 
ing as vice-president and sales man- 
ager of Tweedie Footwear Corpora- 
tion, Jefferson City, Mo. He had 
completed 20 years as sales manager. 

Mr. Carson has joined John W. 
May, Jr., of Danville, Calif., in a 
partnership arrangement to further 
develop Mr. May’s “Shoe Stable” 
philosophy of merchandising in the 
Bay area. 

(Under the heading “Shoe Stable 
Corrals Youth Trade,” BooT AND 
SHOE RECORDER last July 1 described 
and pictured the Danville “Shoe 
Stable” outlet. Located in a San 
Francisco suburb, the store uses a 
steady procession of unique ideas to 
sell itself and its shoes.) 

Mr. May and Mr. Carson plan to 
develop a small group of Shoe Stable 
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stores in and around the San Fran- 
cisco area. The second store will 
open August 1, and several addi- 
tional units are under way. 

The two partners were associated 
in the Tweedie sales organization for 
about 20 years. Mr. May traveled 
the Western states and Hawaii. 


Haus of Krause Readies 


All-Out Promotion for Fall 


NEW YORK—To promote its Pig- 
million Pigskin leather for fall, the 
Haus of Krause, Rockford, Mich., 
will place color ads in leading fash- 
ion magazines and employ a na- 
tional merchandising organization 
to work with retailers in major 
markets. 

The fashion magazine ads will 
run during August and September, 
according to John T. Hart, adver- 
tising manager. They will spear- 
head an integrated promotion pro- 
gram “at all levels of the merchan- 
dising cycle,” he said. 

The Haus of Krause has retained 
the services of Betsy Ross Martin 
Associates, which maintains a per- 
manent staff in 60 markets. The 
BRM team will work with selected 
stores in promoting Pigmillion Pig- 
skin with Scotchgard leather pro- 
tector, especially in branded lines 
of footwear which tie in with the 
campaign. Besides assisting stores’ 
fashion and display personnel in 
exploiting the program, they will 
conduct sales training meetings, spur 
publicity and arrange fashion 
shows. 

Pigmillion users will be provided 
with tie-in materials enabling them 
to benefit from the promotional ef- 
forts of both the Haus of Krause 
and the Minnesota Mining and 
Manufacturing Company, maker of 
Scotchgard. Stuffers for shoe boxes 
will be included. 
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Heydays Adds Salesmen, 
Realigns Its Territories 


ST. LOUIS—Heydays Shoes, Inc., 
has realigned its East Coast sales 
territories and named new sales- 
men in the Southwest and Midwest. 

Jake Owen has replaced Jay May 
in the Oklahoma- 
Texas territory, 
according to an 
announcement by 
James §S. Legg, 
vice-president. Mr. 
Owen formerly 
represented Pied 
Piper Shoe Com- 
pany in the South- 
west for nine 
years. He lives in 
Dallas. 

Carlo E. Recke has been named 
to cover Minnesota, Wisconsin, 
Iowa and the Dakotas, replacing 
Sig Solland, who left the company 
last December. Mr. Recke formerly 
sold a children’s line, and later 
Italian imports, on the road. For 
the last three years he operated a 
family shoe store. 


JAKE OWEN 


Mr. Recke lives in Minneapolis. 


Meanwhile, Heydays’ New Jersey 
territory, formerly covered by Roy 
Smith, will now be serviced by 
Stewart Farnham. Mr. Smith will 
take over in North Carolina, for- 
merly covered by Dewey Rawls. Mr. 
Rawls, besides covering South Car- 
olina, will travel the Southeast ter- 
ritory. He succeeds Joe Culbreath, 
who retired. 


Shain & Co., Fabric Firm, 


Acquired by Its Executives 


BOSTON — Key executives of 
Shain & Company, division of Gen- 
eral American Industries, Inc., have 
acquired ownership of the company 
and will continue to operate it un- 
der the same name. President and 
treasurer is DeFred G. Folts, Jr. 
Vice-presidents are Robert C. Lip- 
son, Jarrold S. Orans and Irving 
Lippman. 

Shain & Company is a well-known 
converter and distributor of shoe 
fabrics and linings. The company 
has been in existence for 53 years 
and furnishes its customers with a 
style service in addition to its fab- 
ric lines. Its headquarters will con- 
tinue at 145 Lincoln St., Boston. 
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side leathers — grains and smooth dress 
—workshoe in retan, aniline and glove, 

and athletic goods leathers — the 
HORWEEN line is unsurpassed. 


With a world famous reputation for 
making finest Shell Cordovan, 
HORWEEN SIDES equally deserve 
your consideration. 


HORWEEN LEATHER CO. 
2015 ELSTON AVENUE » CHICAGO 14, ILLINOIS 


NEW YORK 38: 
BOSTON 11; 


HERMANN LOEWENSTEIN, INC., 26 FERRY STREET 
KAYE & BARNES, INC., 93 SOUTH STREET 





New Boston Firm Is Sales 


Agent for Leather Sheets 


BOSTON —A_ new firm called 
Leather Research Company has be- 
come the exclusive sales and market- 
ing organization for “Leather-Tite,” 
genuine leather sheets with a latex 
binder. The product, which has been 
produced for over 10 years by Leath- 
er Manufacturing Corporation, Bos- 
ton, is produced in uniform sheets 
in all thicknesses from 2-iron to 24- 
iron for midsoles, taps, spring heels 
and heel bases. 

M. P. Lash is president of: the 
Leather Research Company. A prom- 
inent figure in the industry, he is 
president of Bristol Rubber 
Company. 


a lso 


Leather Research has named these 
sales representatives: New England 
area, Paul Bernard; Brooklyn-Met- 
ropolitan New York area, Sam Rap- 
paport; New York State and Penn- 
sylvania, Dellinger Sales Company, 
Reading, Pa.; Chicago area, Victor 
W. Heartel Company; St. Louis 
area, William Wesseling Company; 
Southwest, Williams Sales Company, 
Terrell, Tex.; West Coast, Liebman 
and Cumming, Los Angeles and San 
Francisco. 
has 


soston. 


Leather Research Company 
offices at 23-27 Stillings St., 


Continental Soling Added 


CHELSEA, MASS.—A Continen- 
tal design Nuron-Crepe soling has 
been added to the line of the Amer- 
ican Biltrite Rubber Company here, 
according to Eliot L. Bernstein, 
vice-president and sales manager. 
It is said to be super-light and 
super-cushiony and to achieve styl- 
ing interest by the use of an attrac- 
effect. This 


tive cross-hatch new 


FIRST CHOICE 
WITH 

TOP RETAILERS 

AND 


REAL BOYS 


ALSO MAKERS OF 


MOUNT JOY 


_— yc 
—$.._ 
Gayags 


GERBERICH-PAYNE SHOE co. 


soling material is available in uni- 
form sheets and also in assembled 
soles in a full range of colors. 


General Split Introduces 
‘Improved’ Desertan Suede 


MILWAUKEE — General Split 
Corporation is introducing an “im- 
proved version” of its Desertan 
suede leather to be used in the 
men’s, women’s and children’s cas- 
ual field. Saul Levine, executive 
vice-president, said the product has 
“an improved nap and temper and a 
more vibrant shade.” 

Among the colors in which this 
suede type of split will be shown 
are Whippet, natural, black olive, 
loden green, gray, black grape and 
red. Mr. Levine said the new leather 
was developed to blend with styles 
in sportswear. 


Gilbert Freeman Appointed 


To Distribute ‘Wondervel’ 


NEW YORK — Gilbert Freeman, 
Inc., of Boston and St. Louis, has 
been named exclusive distributor to 
the shoe trade for “Wondervel” ny- 
lon velvet, according to a joint an- 
nouncement by A. Wimpfheimer & 
Bro., Inc., New York, and The Amer- 
ican Velvet Company, Stonington, 
Conn. 

Jacques Wimpfheimer, president 
of the company which produces 
Wondervel, said practically the en- 
tire output of the fabric last year 
went to children’s shoe manufac- 
turers. Now Wimpfheimer is also 
promoting the nylon velvet fabric 
for women’s and misses’ shoes and 
for boots as well. 

According to Mr. Wimpfheimer, 
recent tests in his company’s labo- 


ratories proved the fabric durable 
and easy to care for in footwear. 
Commonly incurred stains were 
sponged off without leaving any 
marks, he said. In addition, the 
fabric can be brushed to “look like 
new” after being worn under snow 
boots or rubbers, Mr. Wimpfheimer 
added. 

A group of new “Promenade Col- 
ors” in Wondervel will be shown in 
a swatch book available from Gil- 
bert Freeman, Inc., 151 Lincoln St., 
Boston 11. 


Anti-Moisture Lining Leather 

PEABODY, MASS.—A new 
water-repellent lining leather call- 
ed Vivant has been introduced by 
A. C. Lawrence Leather Company in 
three “neutral blending tones,” 
Sandbeige, Graystone and Suntan. 
The tannage is intended for use in 
men’s, women’s and children’s lined 
boots and shoes, and sock linings 
for unlined shoes. According to a 
company spokesman, the leather 
absorbs perspiration as the shoe is 
worn, but when the shoe re- 
moved the moisture evaporates leav- 
ing no stain or “harsh dryness.” 


is 


J. R. Evans Charity Fund 

CAMDEN, N. J.— Employees of 
the John R. Evans & Company tan- 
nery have given $13,566 to charity 
over a four-year period, a report of 
the company’s Combined Charities 
Fund showed. 

No solicitations are allowed in 
the plant. Instead every employee is 
given an opportunity to sign up for 
a weekly payroll deduction. The 
amount, if any, is left to the work- 
er’s discretion. At the end of the 
year a union-management committee 
decides how to distribute the money. 
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Manufacturing News 


New York Manufacturers 
Plan to Improve Methods 


(CONTINUED FROM PAGE 145) 


dustry because of virus and flu ill- 
ness. 

Plans of shoe manufacturers to 
tighten up and improve production 
and merchandising procedures seem 
to indicate that this year will be 
an unusually competitive one from 
all angles. 


New Methods — Commenting on 
the need for new machines and 
methods, one prominent executive 
said they will increase productivity, 
lower costs and inventories, and 
speed processing. This reduces 
capital needed to operate and helps 
a factory to turn out style shoes 
faster. 

“We are a _ style-conscious na- 
tion,” this executive said. “Today, 
the manufacturer who is not flexi- 
ble and cannot supply rapidly what 
the merchant wants, will suffer 
from loss of business. He cannot 
realize as high a price for his prod- 
uct as his competitor.” 


Market Research — The larger 
manufacturers are showing re- 
newed interest in market research, 
sales statistics and other indicators 
of areas offering the best increase 
in sales potential. Despite the rapid 
expansion which has taken place in 
producer-owned shoe stores, the 
parent companies are actively seek- 
ing locations, especially in shop- 
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mild cases of talipes. 
Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway . Yonkers, N. Y. 








ping centers and for wayside stores. | 
Present stores are being reviewed 
to weed out unprofitable ones and 
expand others. 

A Congressman representing the | 
greater part of the shoe manufac- | 
turing area upstate told the House | 
that high tariffs and quotas are not 
the answer to import threats. The | 
solution lies in American ingenuity 
finding better production methods, 
modernizing and diversifying prod- | 
ucts. He called for government re- | 
forms which would make it easier | 
to raise capital to encourage re- 
search and improve technology. 
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Personnel 





KERMIT ROSENBERG 
Transferred 


NORMAN GREENMAN 
Elected VP 


Elected... 


Howard Grayson, a_ vice-presi- 
dent of Shoe Corporation of Amer- 
ica, Columbus, O. 

Norman L. Greenman, vice-presi- 
dent, marketing, of Rogers Corpo- 
ration, Rogers, Conn., maker and 
fabricator of chemical-and-fiber 
materials. He was formerly direc- 
tor of marketing. 


Transferred... 


E. A. Fletcher, from a Midwest 
territory to the Washington-Ore- 
gon-Idaho territory as sales repre- 
sentative for Nunn-Bush Shoe 
Company, Milwaukee. He succeeds 
Stanley Olsen, who has retired. 
Lorne Jackson replaces Mr. 
Fletcher in Kansas, Oklahoma and 
Colorado. 

Kermit Rosenberg, from the 
home office sales department of 
Nunn-Bush Shoe Company to the 
Missouri-Southwestern Illinois 
sales teritory. 

Cecil F. Drake, from the Sacra- 
mento, Calif., sales territory of 
Friedman-Shelby division, Interna- 
tional Shoe Company, to the South- 
ern lIowa-Northwestern Illinois 


LAWRENCE GOURLEY 
District Post 


ROBERT E. IRBY 
RJER Salesman 
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ROBERT GERSHON 
Joins Chambord 


CECIL F. DRAKE 
Moves to RJ&ER 


sales territory of Roberts, Johnson 
& Rand division. He succeeds Ted 
L. Lynch, who resigned. 

Tom Freeman, from a Wisconsin 
territory (except Sheboygan, Mil- 
waukee and Ozaukee Counties) to 
the California-Nevada territory as 
sales representative for Leverenz 
Shoe Company, Sheboygan, Wis. 


Appointed... 


Robert Gershon and Hy Zeser- 
son, sales representatives for 
Chambord Shoe Company, New 
York, distributor of a French-made 
children’s line. Mr. Gershon, who 
lives in Oceanside, N. Y., will cover 
New England and New York State. 
Mr. Zeserson, who lives in River- 
dale, N. Y., will travel New York 
City, New Jersey, Maryland, Dela- 
ware and Washington, D. C. 

Peter Barton, head of sales, cus- 
tomer relations and publicity for 
Erica Shoes, New York, women’s 
high-style house. 

Martin Stein, sales representa- 
tive for Adams Bros., Inc., Pitts- 
field, N. H. He will travel New 
Jersey and Pennsylvania. 

Rudy Baum, sales representative 


DON CASSIN 
Joins Dunham 


S. E. WATERMAN 
Spencer Buyer 


HY ZESERSON 
Also at Chambord 


PETER BARTON 
Named by Erica 


for Selby Arch Preserver division, 
United States Shoe Corporation, 
Cincinnati, O. He will cover Texas, 
Oklahoma, Louisiana, Arkansas 
and Mississippi, with Dallas as 
headquarters. 

Norman Henning, sales _ repre- 
sentative for Leverenz Shoe Com- 
pany, Sheboygan, Wis., covering 
Central and Eastern Wisconsin. 

C. M. (Sonny) Kellam, sales rep- 
resentative for Kickerinos, division 
of The Hampton Corporation, Mil- 
waukee. He will travel North and 
South Carolina and Tennessee, 
with headquarters in West Ashe- 
ville, N. C. 

Raymond Lovely, sales repre- 
sentative for Brauer Brothers Shoe 
Company, St. Louis, traveling East- 
ern New York State and New En- 
gland. In a company realignment 
of territories, Jules Draxler con- 
tinues to cover Pennsylvania, 
Western New York State and Vir- 
ginia. Jack Berez continues in 
New York City, Philadelphia, 
Washington, D. C., and the Balti- 
more area. 

Lawrence M. Gourley, district 
sales manager for International 
Shoe Company, St. Louis, in the 
area including Georgia, East Ten- 


ale 


JAMES G. MORGAN 
To Home Office 


DAN HICKEY 
Sales Manager 
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Personnel 





RUDY BAUM 
Represents Selby 


MARTIN STEIN 
To Adams Bros. 


nessee, West Virginia and a part of 
Virginia. 

Robert E. Irby, sales representa- 
tive for Roberts, Johnson & Rand 
division, International Shoe Com- 
pany, St. Louis. He will cover 
Northern Mississippi, with Durant 
as headquarters, succeeding Tom J. 
Freeman. 

Charles (Chuck) Webb, sales 
representative for Johnston and 
Murphy, division of Genesco, Nash- 
ville, Tenn. He will cover Oregon, 
Washington, Montana, Idaho, 
Northern Nevada, California from 
San Jose north, and Alaska. Elmo 
Onstad, who formerly covered all 
the West Coast, now travels only 
the southern part. 

Gerry H. Taylor, sales repre- 
sentative for Naturalizer division, 
Perth Shoe Company, Ltd., in Brit- 
ish Columbia and Alberta. He suc- 
ceeds the late E. J. Johnston. 

Don Cassin, sales representative 
for Dunham Brothers Company, 
Brattleboro, Vt., distributor. He 
will cover Massachusetts and 
Western Connecticut with the Ball 
Band line. 

Sherman E. Waterman, buyer of 
men’s dress and casual shoes for 
Spencer Shoe Corporation, Boston. 


: Pall 
‘ 


CARL SEIFERT, JR. 
General Manager 


MARTIN H. MEIRS 
To Meirs Co. 
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RAYMOND LOVELY 


Cc. M. KELLAM 
Named by Brauer 


: Joins Kickerinos 


John M. Sutton, formerly buyer of 
men’s and children’s shoes, con- 
tinues as buyer of children’s. 


James G. Morgan (former man- 
ager of a Chandler’s salon in 
Pittsburgh), to a merchandising post 
in the St. Louis home office of Edi- 
son Brothers Stores, Inc., parent 
company of Chandler’s. He will be 
affiliated with buyer Ben Ellis in the 
casual footwear division. 


Vern Samuels, merchandise man- 
ager of I. Miller Salons, New York. 
He will purchase shoes for the 18 
salons and coordinate their mer- 
chandising program. 


Dan Hickey, sales manager of 
the Shoe Leather division of Gen- 
eral Split Corporation, Milwaukee 
tanners. He was with Surpass 
Leather Company, Philadelphia, 
for many years. 


Don Jones, sales agent in the 
Midwest for The Huch Leather 
Company, Chicago tanners. His 
headquarters is Milwaukee. 


Martin H. Meirs, sales repre- 
sentative in New England for 
Henry E. Meirs Company, Boston, 
sales representative for fabric 
houses and distributor of shoe 
manufacturing supplies. 


GERALD MONROY 
Enters Retailing 


STANLEY FORD 
Leaves Proctor 


Promoted... 


Jack Lehmann, from sales engi- 
neer to industrial sales manager of 
Velcro Corporation, New York, 
which markets a tape-like fastener 
used also in footwear. 

Carl J. Seifert, Jr., from plant 
manager to general manager of the 
Borg Fabric division of Amphenol- 
Borg Electronics Corporation. The 
division, headquartered in Dela- 
van, Wis., makes deep pile fabrics 
used in footwear. 


Resigned... 


Raymond A. Highbarger, from 
International Shoe Company, St. 
Louis, where he was general man- 
ager for the retail sales division 
for the past year. Previously he 
was vice-president of Nordstrom’s 
in Portland, Ore. 

Gerald Monroy, from Town & 
Country Shoes, Inc., St. Louis, 
where he had been sales manager 
since 1957. Together with Karl L. 
Robinson of Nashville, Tenn., he 
had opened a discount store, Karl’s 
Shoes, in Memphis, Tenn., to han- 
dle name brands. 

Nicholas Grossman, from The 
Selby Arch Preserver division of 
United States Shoe Corporation, 
Cincinnati, O., where he was gen- 
eral manager. The company said 
his responsibilities will be distrib- 
uted among other executives, and 
no replacement is planned immedi- 
ately. 

Carolyn Sherwin, from Oomphies, 
Inc., New York, where she was 
stylist. Anne Gilliar succeeds her. 

Stanley Ford, from Proctor 
Counter Company, St. Louis, where 
he was sales manager. He has 
formed a new sales agency in St. 
Louis together with Paul A. Had- 
ley. Hadley-Ford Associates will 
specialize in product development 
and sales of consumer and indus- 
trial goods. 


Retiring... 


Tom J. Freeman, from Roberts, 
Johnson & Rand division of Inter- 
national Shoe Company, St. Louis, 
after 40 years in sales. He covered 
Northern Mississippi. 





Wanted to Purchase 





FIRST CALL.... 


We're always ready fo BUY your E D DY 
© COMPLETE STOCKS °* CLOSE-OUTS 
* CANCELLATIONS 
GET TOP DOLLAR °® SPOT CASH 


EDDY SHOE CO. 
Always Reliable 


132 N. 4th St. 
Phila. 6. Pa. 


Phone or Write 
WA 5-9533 or WA 5-3927 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS 

LEASES ASSUMED S 

YOUR NAME PROTECTED #f 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 26358 


Phone or wire 
collect 











TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 











WE PAY MORE fy cause WE ARE RETAILERS 








WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 














KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 


Chicago, Illineis 
Phone or Wire Collect 


Wabash 2-3797 








| 


© Obituaries 


Jack Zuckerman, Official 


Of Julianelli Manufacturer 
NEW YORK — Jack Zuckerman. 


| 56, secretary-treasurer of Zucker- 


man & Fox, manufacturers of Juli- 
anelli and other shoes for women, 
died here suddenly March 24. 

He had been an executive of the 
firm since it started in 1938. He was 


_ responsible for the sales and ad- 


; Surer 


ministrative end of the business. 


Mr. Zuckerman was also trea- 
of the Shoe Manufacturers 


Board of Trade of New York and 


| only last month had been re-elected 


to that post for the third successive 


| year. 


He is survived by his widow, 
Rose; two brothers, Samuel, who is 
president of the company, and Max; 
and a sister. 

STANLEY OLSHWANGER, 
associate regional chairman of the 


57, 


| St. Louis Chapter of The 210 Asso- 


ciates, died March 22 after suffering 
a heart attack while on vacation in 
Los Angeles. Mr. Olshwanger 
founded Stanley Shoe Stores, a 
chain of 24 units, in 1935 and sold 
out five years ago. Since then he 
had served as a manufacturers’ rep- 
resentative for women’s and chil- 
dren’s shoes. Survivors include his 
widow, Bernice; his mother, a son, a 
daughter and one sister. 


PAUL J. ALEXY, JR., 61, owner 


of the Paul Alexy Shoe Store in 


Bethlehem, Pa., died recently of a 
heart attack. His father, Paul, Sr., 
was a pioneer Bethlehem shoe mer- 
chant. 


AARON KATZENSTEIN, 64, a 


| partner in the United Shoe Stores 
Company, died of a heart attack 


March 21 at Shreveport, La. He had 
been active in business in Shreve- 
port since 1916. 


DAVID WILSON, 81, retired re- 


gional director of the United Shoe 





Workers of America, died March 
20 at his home in O’Fallon, Ill. He 
took over the union post in St. 
Louis in 1944, and represented 16,- 
000 workers in Missouri, Arkansas 
and southern Illinois until his re- 
tirement last May. 
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M. Cherry, 91, Veteran 
Traveler in the Southeast 


DOTHAN, ALA. — Mandeville 
Cherry, 91, one.of the country’s 
oldest —if not the oldest — active 
shoe traveler, died early last month. 
He had represented Stephen Put- 
ney Shoe Company, Richmond, Va., 
wholesaler, since 1923 in Alabama 
and West Florida. Before that he 
traveled for Portage Shoe Company. 

Mr. Cherry, the oldest native- 
born resident of Dothan (he was 
older than the town itself), was ac- 
tive until he was stricken ill Feb- 
ruary 21. Only the day before, he 
had mailed orders to his company. 

In four decades as a shoe trav- 
eler, Mr. Cherry drove more than a 
million miles. During that time he 
was involved in only one traffic ac- 
cident, and even then someone else 
Was driving. 

Mr. Cherry—he was known to 
friends and associates as M. Cherry 

was followed into the shoe busi- 
ness by two sons. John A. has trav- 
eled the Southeast for 32 years and 
now represents Fuchs Bros. Sales 
Corporation. R. D. Fuchs has cov- 
ered a Southeastern territory for 
26 vears and today represents Jar- 
man Shoe Company in Alabama and 
West Florida. 


JACK GROSSMAN, Southeastern 
sales representative for I. Miller 
and Sons Company, died March 19 
in Miami Beach, Fla., after a brief 
illness. Mr. Grossman, whose family 
has long been identified with the 
shoe business, had been with I. 
Miller since 1954. Surviving are two 
daughters, Mrs. Barbara Sanger- 
man and Mrs. Jacqueline Mintzer; 
a brother and a sister, and five 
grandchildren. 


HERMAN H. TAYLOR, 64, 
founder and owner of Temple 
Shoes, a Philadelphia retail opera- 
tion, died March 19. The firm op- 
erates stores at 1724 Ridge Ave. 
and 1413 W. Columbia Ave. 


FRANK S. TODD, 81, founder 
of Todd’s Shoe Store in Billings, 
Mont., died March 17. When Mr. 
Todd started his store in 1906 after 
managing a shoe department in an- 
other Billings store, his was the 
only shop in the city selling shoes 
exclusively. It has operated continu- 
ously at the same location. Now the 
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Wanted to Purchase 





Seth Gaffin Shees Inc. 
(Formerly Broitman- 
Gaffin Shoes) 

BE 3-7290 
146 Duane St., N.Y.C. 





CASH 


TOP_ PRICES 


rer SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women's and children’s shoes. 


a? 1 FOR OVER 45 YEARS 


MOSINGER - -COHN 


235 Washir fe Ke) 


MA 1-3663 





2 BARIS BUYS for CASH 


THE NATION'S FINEST 
GANCELLATION SHOES 


79-81 Reade St. ° 


Quict decision on your offers of desautlaned peer 
surpius men's, women's ana children's shoes. 
Also complete stores considered 
sobs in Fine Shoes From Fiee Soerces Since 1931 


New York 7.1K. © 


Tel: WOrth 2-5188 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 








/management of Mr. 
| James S. 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 6&-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 














be continued under the 
Todd’s_ son, 


store will 


PAUL GRIFFIN, 61, a buyer of 
children’s shoes for The Hecht 
Company, Baltimore department 
store, died March 20 at his home 
in Pasadena, Md. He was with the 
company for 42 years. 


ALFRED E. HALL, a Carlinville, 
Ill., shoe merchant from 1919 until 
he retired last January because of 
illness, died March 1. 


MERCHANTS’ NEEDS 





mn Mow p Pere 
‘CLAPPING G> 


PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 


paper ad clipping service and special 
short term trial offer. 


Name..... 


Company. 











VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 





National Shoe Products 
To Continue: New Owner 


CHELSEA, MASS.—Rumors that 
the National Shoe Products Corpo- 
ration may go out of business have 
been emphatically denied here by 
M. J. Bernstein, president of Ameri- 
can Biltrite Rubber Company. 
American Biltrite recently acquired 
practically all the outstanding capi- 
tal stock of National Shoe Products. 

In a letter to all customers of the 
latter company, Mr. Bernstein 
stated, “We intend to operate Na- 
tional Shoe Products as a continuing 
business and hope to expand its fa- 
cilities so that it can be of greater 
value to you as a source of supply. 
Robert Murphy will continue as 
president; Robert Gorevitz as sales 
manager; and the sales personnel 
that we now have will continue as 
in the past.” 


Stick Polish and Brushes 


Are Added to Compo Line 


WALTHAM, MASS.— Two new 
items are being distributed by the 
supply division of Compo Shoe Ma- 
chinery Corporation. 

One, known as Formula 813 Natu- 
ral Stick Polish, is for use on both 
leather and rubber soles where it is 
said to give a deep, lustrous and 
lasting finish without danger of 
blushing or blooming when the shoe 
leaves the packing room. 

The second is the line of rotary 


and machine shoe factory brushes 
made of select hair, bristle or nylon 
fill. These brushes, it is announced, 
will be stocked for quick shipment at 
Compo district offices. 


Stanbee Quits Celastic 


NORTH ARLINGTON, N. J. — 
Stanbee Company disclosed it has 
given up the eastern distributor- 
ship for the box toe lines of Celas- 
tic Corporation, effective April 1. 
Stanley Berkson, general manager 
of Stanbee, said increased sales of 
Stanbee box toe and counter ma- 
terials have put greater demands 
on that company’s sales and tech- 
nical staff, Stanbee has been the 
eastern distributor since June 1958 
when Wasco Products, Inc., Cam- 
bridge, Mass., took control of the 
Celastic Corporation. 


Seiberling Awarded Citation 

AKRON, 0.—The U. S. Depart- 
ment of Commerce has awarded a 
citation to Seiberling Rubber Com- 
pany for “outstanding service” to 
the U. S. government. The citation 
was made for the company’s partici- 
pation in official overseas exhibits 
sponsored by the Commerce Depart- 
ment. Officials of the company’s 
shoe products division helped the 
U. S. Office of International Trade 
Fairs arrange American displays 
at trade exhibitions last year in 
Poznan, Poland, and _ Salonika, 
Greece. 


e Financial 


Weyenberg Reports Gains 


In Sales, Profits for 1959 


MILWAUKEE—Weyenberg Shoe 
Manufacturing Company’s sales in- 
creased 7 per cent while net income 
climbed 5 per cent in the year ended 
last December 31. 

Net sales totaled $17,484,845 ver- 
sus $16,349,709 in 1958, the annual 
report showed. Income after taxes 
amounted to $1,165,648 against $1,- 
075,048 in ’58. 

Earnings in 1959 came to $5.08 
per share, compared with $4.59 the 
year before. 


Vulcan Sets Sales Record; 


Shoe Product Volume High 


CINCINNATI, O.— Vulcan Cor- 
poration’s shoe last volume in the 
first two months of 1960 ran ahead 
of the same period last year, and 
the outlook for this year is good. 
This was the prospect outlined by 
President Joseph B. Reynolds in his 
annual report to shareholders. 

“Sales at all Vulcan shoe heel 
plants increased during 1959,” he 
added, ‘‘and the outlook for 1960 is 
continued expansion.” 

Vulcan reported record sales for 
1959. Net profits amounted to $505,- 
504, or $2.03 per common share— 
also a record high. In 1958 earnings 
totaled $456,370, or $1.80 per com- 
mon share. 








. 











. F! Look What One Sale a Day Means in 
EXTRA PROFITS 


Just one pair of Rochester Shoe Keepers a day means more than 
$360.00 additional profit. And it’s all clear profit from the extra 
sale you make after the customer has already purchased a new 
pair of shoes. Many quality shoe stores make more than $1,000 
annually. You can, too. No big sales talk necessary. Just a sug- 
gestion that the customer protect his purchase with Rochester 
Shoe Keepers puts more cash in the register. Get on the profit 





Another Profit Producer... 
SIR Creme Shoe Polish 

is a sure-fire seller. 

Sold only in quality 

shoe stores. 








ROCHESTER 





bandwagon. Send for free literature. 


SHOE TREE COMPANY 
P.O. BOX 3536 * ROCHESTER 9, N. Y. 
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Classified and Want Ads 








SIDELINE SALESMEN WTD. 


SIDELINE SALESMEN WTD. 


SIDELINE SALESMEN WTD. 











OPPORTUNITY ! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S$. Hanover St., Baltimore 1, Md. 








EXPERIENCED SIDELINE 
SALESMAN WANTED 


To represent Nationally known Line of Popular 
Priced Juvenile Cement Footwear. States 
open: Alabama, Florida, Georgia and Mis- 
sissippi. All replies strictly confidential. 


Reply to Box 701, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








SIDELINE SALESMEN 


CHILDREN'S SHOES—"Old Pals" 
© $3.95 to $5.95 Retail: Infants, Childs, Misses, and Little Gents 
¢ Only 3 Sample Cases. All Shoes in Stock. 
Territories open: 
Northern California 
Kansas, Nebraska 
Kentucky-Tennessee 
MEN'S SHOES—" Air-O-Magic’’ 
© $8.95—$12.95 Retail: All Shoes in Stock 
¢ Only 2 Sample Cases 
Territories open: 
New England States 


North & South Carolina, Georgia 
Oklahoma, West Texas 


Kentucky-Tennessee 


Inquiries Confidential—Write To: S. T. Levin 


Godman Shoe Co. 46. Fulton Street | Columbus 16, Ohio 

















SALESMEN WANTED SALESMEN WANTED 








SALESMEN WANTED 











SALESMEN WANTED 


For Nationally Advertised, In-Stock Line 
of Infants’, Children's, Misses’, Youths’ 
and Growing Girls' Welts. Your OP- 
PORTUNITY to carry on expanding, 
established Line with the first name in 
the business—and Quality and Sales 
Promotion to match! Territories open 
in Mid-Atlantic, Southern and Mid- 
Western sections. Give full details and 
references in your reply. 


ADAMS BROTHERS, INC., Pittsfield, N. H. 








SOUTHERN CALIFORNIA — ARIZONA 


We are looking for an enthusiastic salesman who can produce imme- 
diate results. Salary and/or commission available. Straight commis- 
sion operator with non-conflicting side line will be considered. You 
will have the opportunity to sell Nationally advertised “ORIGINAL 
®CHIPPEWAS." Your earnings stop only where you want to set the 
figure. For further information, contact: 


Vince Cinquegrana, Sales Manager, CHIPPEWA SHOE CO., 
28-36 River Street, Chippewa Falls, Wisconsin. 














NOW! IN STOCK 


IMMEDIATE DELIVERY 


IMPORTED LITTLE LEAGUE 
BASEBALL SHOES 


Vinyl Upper—One Piece Mould- 
ed Rubber Cleated Shoe. Sizes 
1-9. Standard Width, 24 pair 
per carton. $1.60 per pair, 
F.0.B. New York. 


U. S. IMPORTRADE CORPORATION 


23 W. 24th St., New York 10, N. Y. 





ESTABLISHED TERRITORY 


NOW OPEN 
NEW JERSEY AND NORTHEAST PENNSYLVANIA 


If you have knowledge of territory; Children's Shoe experience; willing- 
ness to work; merchandising know-how, we are interested in you. Our 
Line is a Nationally Advertised Brand of Children's Shoes. All replies 
held in strict confidence. If you have the above qualifications, write 
giving full details in first letter to: 

Box 707, care of BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Pa. 














|. Texas, Oklahoma 

2. Louisiana, Mississippi, Arkansas 

3. Wisconsin, Minnesota, lowa 
SALESMEN—Side Line or full time if you can 
sell a strong line of women's slip lasted 
casual and walking shoes retailing $8.95 to 
$12.95 write to: 


LISSAK & COMPANY 
100 SAWYER STREET, NEW BEDFORD, MASS. 


HAND SEWN MOCCASINS 


Loafers, Golf Shoes, Hunting Boots. 
Have openings in: 

New England, New York State, Ne- 
vada, Utah, Colorado, and Wyoming. 
Ideal side line. Write to: 


W. C. RUSSELL MOCCASIN CO. 


Berlin, Wisconsin 
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Classified and Want Ads 


HELP WANTED BUSINESS FOR SALE FOR SALE 


FOR SALE: 60-YEAR-OLD yoda 
ascites . _ . SHOE STORE in town of 25,000 in Northern 
SALES MANAGER ——- se mg te gg Tyee. Indiana. All top lines. Moderate rental. Ow 

increase. Low F te er ~ sO ft. Boao ein ing to poor health, owner wishes to retire. Re 

For St. Louis Manufacturer of a Leading Brand tory. Key $30,000, all cash. Principals only. ply to Box th Ser Boor Philadel en, 
of Women's Shoes. Age 30-40. Experience in Reply to Box 705, Boot ann SHor ReEcorRDER, Casstant & S08 Severs, santspieatied ee 
Sales or Merchandising Management of Women's Chestnut & 56th Streets, Philadelphia 39, Penna. 3 
Shoes required. Send personal data and experience. SHOE STORE—Adults’ Flexible Arch O1 
Our employees know of this ad. thopedic Shoes. Established eighteen years, ex 
/ cellent clientele. In rapid growing Middle West 

—_ tt ogy aoe apa city, population over 400,000. Selling account 
e Pe, Se. Soe We. of death. Reply to Box 710, Boot AND Snot 

LINE WANTED Recorper, Chestnut & 56th Streets, Philadel 


phia 39, Penna 
































SALESMEN WANTED a ST as : ; : rakes FOR SALE: CHILDREN’S SHOE STORE 

_W ELL KNOWN CHICAGO REPRESEN- in suburban Philadelphia. Top name_ brands 
TATIVE interested in Women’s casual or Chil- | Excellent Orthopedic and normal shoe business 
dren’s Compo Line to Volume Trade. Good re Clean stock. Partnership being dissolved. Rep! 
tail stores. Reply to Box 715, Boot anp SHOE to Box 708, Boor ann Suoe Recorper, Chest 
Recorper, Chestnut & 56th Streets, Philadel- | nut & 56th Streets, Philadelphia 39, Penna 
phia 39, Penna rota 


THOMAS SHOES FOR MEN a. | ~ FOR SAL E: Al ADRIAN X RAY M. ACHI HINE, 


Nationally Advertised in EBONY—PLAYBOY Good working condition. $50.00 DEMICK 
Magazines. Immediate openings in these SHOES, 4795 Turney Road, Cleveland, Ohio 


territories: Missouri, So. Illinois; Louisiana, SIDELINE SALESMEN WTD. pe ricreay eae ———— 


Mississippi; Texas; California; Washington, FOOT APPLIANCE manufacturing _ busi 
Oregon. Enclose photo, resume, references to: ness, including Tools, Dies and Equipment 
Selling account of death. Established thirty 
BRILLIANT BROTHERS COMPANY, Boston 11, Mass. years. National distribution. Reply to Box 709, 
ACCESSORIES SHOE SALESMAN to Boor anxnp Swot Recorper, Chestnut & 56th 
carry sideline Bows and Lift-Protectors. High Streets, Philadelphia 39, Penna. 
commission. Reply to Box 699, Boot anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 


SALESMAN WANTED | "°°" SHOE STORE FOR SALE 


To help style and sell volume 


accounts on Flats, Sports and SALESMEN WANTED 
Dress Shoes. Large New England FOR SALE, SHOE STORE 


concern. Reply with details and LADIES FINE FOOTWEAR 

° MANUFACTURER, POPULAR PRICED 
references to: BONWELTS AND COMPOS, Infants’, Misses’, OLD ESTABLISHED BUSINESS 
BOX am. c/o BOOT & SHOE RECORDER ag OF nlf te ly an _— Ca Fastest growing city in the South. 
© High Strest, Becton 10, Mass. sideline and full-time salesman. Reply to Box Population One Million. Will require 
706, Boot ann SHOE Recorver, Chestnut & $50,000 cash. Balance over 5 year 
56th Streets, Philadelphia 39, Penna period. Owner has outside interest. 
Good location. Good Lease. All in- 
formation to party with commercial 


CLASSIFIED . : rating. No charge for Lease, Fixtures 


or Goodwill. Just buy the shoes. THE 


THE COLUMBIA SHOE IN-STOCK LINE 
ADVERTISING RATES OF POPULAR PRICED. WORK SHOES PRICE IS RIGHT. 
AND BOOTS, Wisconsin, Iowa, Indiana. At- Reply to Box 712, BOOT & SHOE RECORDER 
tractive commission. UNION SHOE MFG. Chestnut & 56th Streets, Philadelphia 39, Pa. 


UNDISPLAYED | CO., Sheboygan, Wisconsin 
20¢ a word | 
mee ceeliewoies eae | ORDER BLANK 


Your name and address BOOT AND SHOE RECORDER 
charged at word rate. | | Chestnut & 56th Sts. 
Street number one word Philadelphia 39, Pa. 




































































DISPLAYED Here is my want-ad:_ 
$16 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 

















Name (please print) 


Street ....... Tee bile abate 
Enclosed is Check 0 
Please check if box No. is Wanted [] Money Order 0 


NOTICE: 
Classified Advertising 
is payable in advance 
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This index is published as a convenience. No liability is assumed for errors or omissions. 
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Torture tests prove SUBERGRIP ® Cements Your Best Bond Buy! 


Torture testing SUPERGRIP cements on this flexing machine is just 
one of the ten different quality control checks you get when you specify 
SUPERGRIP cement. This torture test subjects the cement film to far 
greater wear and tear than your hardiest customer could ever give... 
your positive assurance that SUPERGRIP cements are carefully 
manufactured to safeguard your reputation and your profits — to give you 
maximum bond strength and dependability when sole attaching. 

Make sure you get the most out of cements — ask for a UNITED 
Specialist to survey and recommend formulas for your consideration. 
Contact your UNITED man today. SUPERGRIP cements are products 
of B. B. Chemical Co. and distributed by United Shoe Machinery 
Corporation, 140 Federal Street, Boston, Massachusetts. 


CEMENTS 


THE G/C CATALOG ...YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 


® REGISTERED TRADE-MARK OF B. 8. CHEMICAL CO. 





‘ Looking for a “feature” Juvenile Line? 


0) 9 


ls 


‘nr 
l= 
\= 
(= 
(= 
op 
= 
— 
= 
= 
= 
= 


Arch Feature 


ae Styles High 
2182 Sizes Wide 


You're looking at the most in feature footwear for 
children . . . the most in style selection, the most 
in sizes available, and the most in opportunity 
to build business volume. Alertly merchandised, 
properly sold, Child Life Arch Feature Shoes — 
backed by same day in-stock service — can add 
substantially to your sales and profit figures. 


Why not talk to the Child Life representative 
in your area? He is a man of character, ex- 
perience and intensive training in this special- 

ized market . . . well qualified to apply his 
knowledge to your specific circumstances. Your 
call will be welcome . . . and there is no obli- 


gation. Please write. 


HERBST Shoe Manufacturing Co. 
P. O. Box 2005, Milwaukee 1, Wis. 
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IT’S ALL IN THE FAMILY 




















